















March, 1922 


° gel 
obbers Salesman 


A human-interest monthly journal 
_fer wide-awake electrical “salesmen 





“Putting It Over” 


Progress of the ‘‘Sell ’Em Something More’’ Campaign 


| ‘‘Sales Data for Salesmen’”’ 


By JOHN T. MORGAN 


“The Building Situation” 


How It Will Affect the Jobbing Trade 


Aind dozens of helpful suggestions for 
the man who sells 








It is easy for the dealer 


I; nN H andy Ass ort ments Too to possess a complete and 


flexible stock of nationally advertised, top quality Columbia Dry Batteries at a small 
investment. We put them up in well proportioned assortments to fit every dealer’s 
buying capacity, if he so desires. Perhaps your dealers don’t know it—tell them! 


NATIONAL CARBON COMPANY, INC., Cleveland, Ohio 
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OLUMBIA ' . 
Kevwesg ©The Old Reliable Columbia 
DRY "CEL . 
- “Ignitor” Dry Cell 
Great Demand. The pioneer dry cell. Barrels of 125 or boxes 
of 50; or part of assortments of Hot Shots and Ignitors, or 
Hot Shots, Ignitors, and Bell Ringers. For bells and buzzers, 
toys, electrical testing, hand lanterns, anywhere a 1!2-volt 
: heavy service dry cell is needed. Fahnestock Spring Clip 


“WVitanoomO us 
Binding Posts without extra cost. 


The Columbia 
“Hot Shot” Battery 


Heavy demand now for “Hot Shot,” the 
original unit dry battery. Barrels of 7 to 30 
batteries; or in combination assortments. 
For gas engines, Ford starting ignition, 
motor boats, lighting, blasting, etc. 


The Columbia 


Scotneeniraaiennianenimeniemaniieeemeamenmmaanmanm 
en 
e imger ee . ) 
$ Bell Ringer” Battery 
F / New 2-cell battery in moisture-proof container —proving 
exceptionally popular device for simplifying doorbell repair 
work and for call signals, heat regulators, and any use re- 


quiring a long-lasting 3-volt dry battery. Part of the fast 
selling assortment of Ignitors, Hot Shots, and Bell Ringers. 








Lighting Outfit Complete assemblage con- 


sisting of 12-foot lamp 
cord, 1 six-volt 2-candlepower Mazda lamp, 1 combination 
socket and switch, and sliding hook from which to hang 
the lamp. Packed in attractive carton, ready for immediate 
use. Recommended for use with Columbia “Hot Shot” 
Battery 1461, 1561, 1562, 2462, or 2562. For lighting 
tents, cottages, barns, cellars, lofts, closets, garages, etc. 


olumbia 
Dry Batteries 


— they last longer 
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No. 3 


NEXT MONTH 
ITH April comes the spring 
W ceean-ups creating the usual sea- 
sonal demand for electric house- 
hold appliances, particularly vacuum 
cleaners. While dealers should be well 
stocked by this time, there still remains 
much to be done from the standpoint 
of jobber distribution of vacuum clean- 
ers. Different phases of this subject 
will be discussed in an article in our 
April issue. Another article will tell 
how a jobber’s salesman more than 
tripled his vacuum cleaner sales by in- 
tensive work among his dealers—fine 
tooth-comb work, so to speak. 





* * * 


“Sell “Em Something More” is catch- 
ing hold in great style. Jobber after 
jobber is tieing with this campaign for 
greater retail sales. The salesmen in 
the field are doing fine work with their 
dealers, and we are getting many en- 
couraging letters from them, telling of 
the way dealers are taking up with the 
idea. The campaign is assuming 
nation-wide proportions, and next 
month’s article will tell of the progress 
and activities in different parts of the 
‘ountry. 


* * * 


We call attention to Frank B. Rae's 
irticle in this issue, based on his inter- 
view with J. J. Gibson of the Westing- 
house company. A thorough reading 
should result in a clearer understand- 
ing of the relations between jobbers 
and manufacturers. For April he has 
written another constructive article, 
the result of an interview with FE. D. 
Steele, vice-president of the Benjamin 
Electric Manufacturing Co. 


* . * 


In addition to these and other timely 
feature articles, there will be the regu- 
lar departments and numerous helpful 
and practical sales suggestions by the 
array of contributors on THe Josper’s 
SALESMAN Staff, as well as salesmen on 
the firing line. 


¥. 
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CLEARSITE 


NON-RENEWABLE 


PLUG FUSES 


APPROVED BY UNDERWRITERS LABORATORIES. 



















1—"“‘Drop-out”’ link used exclusively. 





2—Insulation cap with fluted grip. 





3—Small, strong, clear window permanently attached. 





4—Link melts immediately under window. 










5—No breakage, through shipment or abuse. 
6—Lighter in weight, minimizing freight cost. 
.7—Screw shell securely fastened. 

8—Easily inspected. Capacity plainly visible. 
9—Priced right to jobber and consumer. 


10—Packed both in usual standard package quantities, 
and in attractive colored retail packages. 








| To say the NAME; to show the FUSE; is to make a SALE. 


Economy Fuse & Mfg. Co., Chicago, Ill. 
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What the Jobber Stands For 


ECENTLY there has been con- 
R siderable discussion of the job- 
ber’s position in the system of dis- 
tribution of electrical products. Such 
discussion is probably the result of the 
present business situation as well as con- 
ditions which have become peculiar to 
the jobbing trade during the past year 
or two. It is rather a vital matter, one 
worthy of comment. 

It should never be necessary for the 
Jobber to defend his position as an eco- 
nomice factor in the distribution of elec- 
trical products. The true jobber; that 
is, the one who functions as a jobber 
should, renders a_ sales, engineering, 
warehousing and credit service that en- 
titles him to full recognition and to a 
fair profit. 

Literally, the jobber is the manufac- 
turers’ agent—not the agent of one 
manufacturer, but the agent of all man- 
ufacturers. If there were no jobbers at 
all, it would be necessary for each manu- 
facturer to sell through his own travel- 


ing representatives and to establish 
agencies and warehouses at different 


points, the number, of course, depending 
on the distribution. 

Instead of the thousands of agents 
that would be required by such a sys- 
tem we have a few hundred jobbers who 
act as the agents of the manufacturers, 
who stock their products, who list them 
in their catalogs, who give merchandis- 
ing and engineering service, and assume 
the credit responsibilities. This is how 
the jobbers function, and they do all 
this more effectively and less expensively 
than by any other method. 

, ke 

Now we come to another phase of the 
situation. It would seem that the dis- 
cussion of the jobber’s position has re- 
sulted from the influx of so-called job- 
bers who have received some recognition 
as jobbers, but who are not equipped to 
function as such, and therefore have 
failed to do so. 


While business has been affected by 
the operations of these “curbstone job- 
bers,” still it is not believed that the in- 
roads made upon the legitimate jobbers 
will ever assume great proportions over 
a long period of time. What is of ut- 
most concern is the apparent ease with 
which these curbstoners are created. 
There will probably always be curb- 
stoners in the electrical industry, just as 
there are in other industries, but because 
they cannot last long their number will 
be comparatively small even if their ef- 
fect is seemingly large. 

* * * 

There is one effective way of meeting 
the unfair competition of the curbstoner, 
and that is to firmly implant in the 
minds of the trade the true value of the 
jobber and what he stands for. In the 
matter of complete service the jobber 
has a tremendous advantage over the 
curbstoner, but the trade is liable to un- 
derestimate the value of this service 
when price alone influences the placing 
of orders. It is then that the jobber’s 
service must be championed. 

Responsibility for doing this rests 
largely upon the jobber’s representa- 
tives in the field—the salesmen. They 
are the points of contact with the trade, 
and they are the ones who can best carry 
such institutional messages. 

In order to help fortify them to meet 
this responsibility THE JOBBER’s SALEs- 
MAN proposes to publish a number of 


articles dealing with the principles, ad-° 


vantages and practical operation of the 
various services offered by the Jobber. 
These articles will emphasize the pur- 
chasing and warehousing facilities, fi- 
nancial, trade information and other 
services rendered by the jobber, and 
should be valuable ammunition to the 
salesmen who meet the competition of 
the curbstoner. They will also empha- 
size the fact that the latter cannot en- 
dure because he does not function fully 
or economically. 
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Increase yoursales to 





OLEIIA 


wWwIiOLe T— LT 


tor health, vitality and beauty 


| pprtone JERS will always put in stock to meet a demand! Today 

Ray outfits. The 
RAY outfits appeal to the most dominating 
and impelling force in all human nature, the desire to be well and to 
look well. Customers are easily interested in anything that pertains to their health 
or good looks. VIOLETTAS will bring new 
stimulate sales on other lines as well as being a constant source of big profit. 


there is a universal demand 


VIOLETTA VIOLET 


for Violet 


trade into your dealers’ shops and 


Prominent Physicians endorse 
the curative power of Violet Rays 


@ The Violet Ray is the greatest force for 
health and beauty ever produced by science. It 


penetrates 


into every minute cell of the body, 


massaging it, stimulating it, revitalizing it with 
a steady flow of wonderful life-giving electrical 


energy. 





Asthma 
Barber’s Iteh 
Boils 
Blackheads 
Bunions 
Callous 
Catarrh 
Chilblains 
Colds 


VIOLETTA 
VIOLET RAYS 


the ideal treatment for 


Corns 
Constipation 
Dandruff 
Deafness 
Earache 
Eezema 

Eye Disease 
Falling Hair 
Hay Fever 


@ Violetta Violet Ray out- 
fits are so simple in construc- 
tion, so potent in vital curative 
power, so reasonable in price, 
that your dealers will instantly 
see the quick turnover and big 
profits they represent. 





yourdealers 

































Headache 








Goitre 

Insomnia 

Lumbago 
Nervousness Piles 
Neuralgia Pimples 
Neuritis Pyorrhea 
Obesity Rheumatism 
Pains Skin Diseases 


Sore Throat 








Type A 








Paralysis 
Sprains 
Tonsilitis 
Whooping 

Cough 





Retails rai $ 


your firm does not handle 
VIOLETTA Outfits, suggest to 
them that you could sell large 

} orders of these health-building 





250 


electric machines and give your dealers a 
very satisfactory article from the point of 





VIOLETTA 


nw A neat and compact thera- 


peutic outfit. The magnetic 
coil and adjustment is mount- 
ed in a handsomely lined and 
covered carrying case, size 10 
x5%x3 in. Specially construct- 
ed Tesla coil in hard rubber, 
shock-proof handle. 7 feet of 
cord to lamp socket and 6 feet 
of heavy cord to handle. 
Weight 3 Ibs. WRITE FOR 
SPECIAL DISCOUNT 
SHEETS AND FULL INFOR- 
MATION, with peaeeruny 
illustrated book FREE 











view of profits and turnover. 


ADON-DUN 





NEW YORK 


COMPANY 





1328 Broadway 


PHILADELPHIA 
J. P. Johnston, 905 Filbert St. 


BOSTON 
831 Washington St. 


213 SOUTH PEORIA STREET 


CHICA GO 








SAN FRANCISCO 
Western Agency, Inc. 
711 Mission St. 
SEATTLE 
Western Agency, Inc. 
LOS ANGELES 
Western Agency, Inc. 
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Putting It Over 


Whole Industry Taking Up the Idea of Showing Dealers and Contractors 


How to “Sell ’Em Something More” 


VER since the “Sell "Em Something More” cam- lated articles, for actually suggesting, talking about and 


paign was started, about two 
have been new angles coming up that are surpris- 
ing. Perhaps the most astonishing is the number of 


ways in which this slogan has 
been applied to the different 
branches of the _ electrical 
trade. Manufacturers, job- 
bers, and their salesmen—all 
along. the line—have taken it 
up and adapted it to their own 
particular sales efforts. This 
is only natural, because the 
slogan expresses tersely and 
pointedly what every selling 
organization wants to do: 
“Sell "Em Something More.” 
Indirectly, this is the object 
of the campaign. But the 
main object is to sell more 
electrical goods to the consum- 
er. If this is done, then every- 
body will benefit—even the 
public itself, 
* * * 
Let us again explain the 
idea back of this movement. 
It is very simple. 
Tons of literature have 
been directed at the dealer, 


telling him how to make window displays, how to use 
show cases and shelves, how to advertise, how to—in 








How to Do It 


HEN it is all simmered down, there 
W are only four things necessary to 
put this campaign over: 

First—Sell the dealer, if you can, on the 
idea that every customer who comes into his 
store is a live customer for one or more 
additional electrical devices. 

Second—Then sell him on the idea that 
there is money to be made if he will talk 
about and demonstrate these devices. 

Third—Get his permission to experiment 
in his store to see if it can be done or not. 
(You know it can, and he will know it when 
you are through.) 

Four—After you have sold some addi- 
tional articles to his customers, tell him 
how it can be done with other related ar- 
ticles. Then he will see the light and want 
to try it himself. 

That’s all there is to it. Don’t try to sell 
him on better window displays, show-case 
arrangements, advertising, etc. These will 
suggest themselves after he has tried out 
the idea of “Sell "Em Something More.” 








fact, do everything in connection with running a store. that color; my—” 
That is all very well, and has helped a lot. But the show ‘em how to “Sell ’Em Something More.” Get that 





dealer 


we are speaking now of the average dealer, for 
there are numerous exceptions—never has been made to 


fully realize the opportunities there are for selling re- can be done. 


months ago, there demonstrating devices that can be sold together. 
Nothing in the world is easier than to suggest a dim 
mer or a carton of fuses to the purchaser of a carton of 


lamps, a push-through switch 
or a two-way plug to the pur- 
chaser of a flatiron or other 
socket device, a warming pad 
or an immersion heater to the 
purchaser of an electric heat 
er, an ironing or a sewing ma 
chine to the purchaser of an 
electric washing machine, and 
so on. There are hundreds of 
such combinations, any one of 
which suggests additional sales. 

It may require a little in- 
genuity on the part of the 
dealer, but if he will use this 
idea to find out the electrical 
needs of his customers he will 
not have much difficulty when 
he tries to “Sell "Em Some 
thing More.” 

If you tell these things to 
the dealer he will very likely 
seem eager enough to agree 
with you and say it’s good 
stuff, but “My customers are 
different; my trade wouldn't 


stand for anything like that; my customers have all the 
electrical devices they can afford; my wife’s hair isn't 
Then, and right then, is the time to 


dealer’s permission to try it; go back of the counter, 
wait for the next customer, and show that dealer how it 


( Continued on page 10) 
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Sell "Em Something More 


HAT about retail sales? Wouldn’t they be greatly 
increased if the electrical dealer would try to make 
an additional sale to every customer who comes 

into his store? Wouldn’t it help business all along the line— 


from dealer to jobber to manufacturer? 


And wouldn’t a lot 


of people get some labor-saving and comfort-giving electrical 
devices that they never enjoyed before? 


This idea of making additional retail sales is the keynote 
of the ‘*Sell 7Em Something More” campaign inaugurated 


by THE JOBBER’S SALESMAN. 


EKCENT statistics show that the field for 
the sale of household electrical appliances 
is far from saturated, and that the market 

has tremendous possibilities. 

Of the 21,000,000 homes in this country only 
8,500,000 are wired for electric service. Some- 
thing like 44 per cent have toasters; 25 per cent 
have vacuum cleaners, and so on down the list. 

Over 5,000,000 homes are on central-station 
lines but are not wired, and it is estimated that 
during 1922 about 800,000 of these homes will 
become users of electric service and potential 
customers for all kinds of appliances. 

Added to this great market will be about 
400,000 dwellings which will be built in 1922. 

These figures are staggering, but they repre- 
sent estimates made on reliable figures gathered 
by the Society for Electrical Development. 


Opportunities for Retail Sales 
of Appliances 


No amount of pessimism about business con- 
ditions or problems of retail distribution can ery 
No belief to 
the contrary can disregard the opportunities for 


down this potential field for sales. 


business. 
If this market exists, as it unquestionably 
does, then the big problem for the electrical in- 


dustry is to devise means of properly taking 
care of it. 

If the prosperity of the jobbers and manu- 
facturers depends on the retail distribution of 
electrical products then improved methods of 


adequately serving these old and_ prospective 


customers are necessary. 


Campaign a Concerted 
Movement 


This is the very purpose of the “Sell *Km 
Something More” campaign, for once the great 
body of dealers gets into the spirit of making 
additional sales it will begin to function as the 
retail link in the chain of distribution. The 
campaign will give them something definite to 
work on, and will also give jobbers and manu- 
facturers an opportunity to tie in, and make it 
2 concerted movement for more retail sales. 

Jobbers and their sales representatives have, 
through this campaign, an unparalleled oppor- 
tunity to demonstrate their service to the indus- 
try by spreading the idea of “Sell ’>Em Some- 
thing More” among their dealer customers. 
Their knowledge of the field and of electrical 
materials, as well as their intimate contact with 
the dealers makes it possible to put this cam- 
paign over with tremendously effective results. 





C 


March, 1922 


THE JOBBER’S fA) SALESMAN 9 





o Increase Retail Sales 


Electrical jobbers and manufacturers are tieing in with 
this campaign to make it a nation-wide movement for bigger 
business. They recognize its possibilities. 

The dealer must be taught how to make additional sales, 
for electrical conveniences find a ready market if they are 
demonstrated and related articles are sold together. 


Jobbers’ salesmen can render a distinct service to the in- 
dustry by spreading the idea among their dealer customers. 
Their own individual sales will increase if they will show 
dealers how to ‘‘Sell ’Em (the public) Something More.” 


HE fountain-head of distribution of elec- 
T trical appliances is the dealer. ‘The 

volume of retail sales depends on_ his 
efforts. The situation is in his hands. If he 
can be taught to merchandise more effectively, 
if his turnover can be made more rapid, the dis- 
tribution of electrical products will become 
wider, and the merchandising problem will be 
much nearer solution. 

It does not help matters to load the dealer up 
with a big stock if he does not know how to move 
it rapidly. The big idea is to get him to sell to 
the consumer, the user, the public. 


Dealers Must Demonstfate 


to Sell 


The only way this can be done is by demon- 
stration. In spite of the number of years many 
electrical devices have been on the market, the 
majority of people are unfamiliar with their 
use, their convenience. ‘This condition can be 
corrected, and the dealer, through demonstra- 
tions, is the one who can do it. 

Here is where the “Sell “Em Something 
More” idea comes in. Practically every person 
that comes into an electric store has made up 
his or her mind to purchase some particular elec- 
trical device. ‘Then comes the dealer’s oppor- 


tunity to sell some one of the dozens of related 
articles to this purchaser. Fuses, sockets, plugs. 
dimmers, hot plates, etc., etc., are easily sold if 
only demonstrated. And it is really a service to 
the customer to show him or her the convenience 
of these devices. 

Of course, this campaign does not anticipate 
that the dealer should stop using any good mer- 
chandising methods that he is now employing. 
Window displays, floor demonstrations, coun- 
ter cards, local advertising, circularizing, house- 
to-house canvassing—all are necessary. But in 
addition to these he should be made to realize 
the great opportunities there are for additional 
sales by intelligently questioning and demon- 
strating to customers. It is such creative mer- 
chandising that will result in greatly increasing 
the volume of retail sales, and will mean the 
difference between fair and prosperous business. 


Actual Retail Sales Will Be a 
Measure of Results 


The number of additional sales made by deal- 
ers will be a measure of the success of this cam- 
paign. Real, actual “more” sales will count. 
and with this idea in mind the jobbers’ salesman 
can accomplish a great deal in showing dealers 
how to “Sell Em Something More.”’ 
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Putting It Over 


(Continued from Page 7) 


Many jobbers’ salesmen are doing this very thing. We 
have letters from them telling how they are working with 
their dealers to put this idea across. A couple of them 
have written in to say that they have no time to spend in 
coddling the dealer, but the rest of them say it takes no 
time and is the best way to do the dealer a good tari 
that they ever heard of. 

One salesman out in Indiana went into a dealer’s sture 
while he was showing a woman three different brands of 
electric flatirons. The woman selected one of them, paid 
for it and walked out. The jobber’s salesman then told 
the dealer all about the campaign, explaining how it 
would work. In walked a man who wanted some Mazda 
lamps and he was on his way out when the salesman 
nudged the dealer, who 


dealers never to cease giving service even if they do not 
make the sale. He goes at them like this: ‘Whenever 
you see a customer who is waiting for a package interest- 
ed in some device on exhibit then is the time to say, ‘Lei 
me show you this,’ but do it while you are saying it. 
They will look, and often buy; even if they don’t buy 
they will know about the device, and you will send them 
away thinking about it. They won't forget it when they 
come back.” In this way he puts over the idea of addi- 
tional sales, and gets his dealers interested in the cam- 
paign. 

Up in Washington and Oregon the jobbers’ salesmen, 
through the Northwest Electrical: Service League, are 
carrying a message of optimism to the trade. Many of 
the small dealers and contractors are inclined to absorb 
local pessimism and doubt, and pass it along. Salesmen 
away from the office often are prone to assimilate some 
of this gloom, and stage a mu- 
tual sympathy party. But 





stopped the customer and sold 
him a carton of fuses. The 
next person who came in paid 
a small bill and the dealer sold 
him some lamps, which was not 
bad for a starter, and got the 
dealer enthusiastic about the 
idea. What's more he is going 
to keep a list of his extra sales 
and let the salesman know just 
what results he is getting. 
Another salesman—this one 
in Ohio—writes that one of his 
good customers asked for per- 
mission to return an electric 
cooker for goods that he cou'd 
move, as he had had the cooker 
about four months and couk! 
not sell it. The salesman 
agreed and took the dealer's 


schedule material. A few mo- 
ments later the dealer asked 





Credit Will Go to the 
Salesman and combats the  dealer’s 


O. THE salesmen in the 
field will go all the credit for 

putting over the “Sell “Km 
Something More” campaign. 

Your personal contact with 
the dealers is the thing that will ore ee 
count and get results. 

More retail sales will mean 
more business for everybody, 
and you will get your share when 
they go over the top. 

Just now the job is with the 
order for about $100 worth of dealers. Show ’em how to “Sell 
‘Em Something More.” 


when a salesman comes in with 
a message of optimism like 
“Sell "Em Something More,” 


“grief” with his own enthusi- 
asm, the result is that the deal- 
er often becomes imbued with 
the same brand of philosophy. 
That is just another angle to 
this movement for greater re-- 
tail sales. 
: As we said in the beginning, 
there is no end to the number 
of ways that this slogan can be 
applied. But the big idea is to 
show the dealers how these 
additional sales can be made. 
Try out the idea with some- 
of your own dealers. Tell 
them to make it a habit not to 
let any customer leave their 
stores without suggesting the 








him to “watch the store for a 
little while.” He had no soon- 
er gone than a customer entered and asked to see a toast- 
er. The salesman thought of “Sell "Em Something 
More,” and after he had demonstrated the toaster he 
switched to the cooker. It took ten minutes of real sell- 
ing to get the order for the cooker, but he got it. The 
dealer, when he returned, was highly elated over the sale, 
and wanted to know all about the campaign. After he 
was told the whole idea, he added a few more items to 
his order, saying that the additional sales he could make 
would more than make up for them. 

A Pennsylvania jobber’s salesman attended a home tal- 
ent play with a local dealer and evidently was more ob- 
serving than the latter because he noticed there were 
over a hundred 8-candlepower lamps in use on the beam 
ceiling. He said nothing about it, but the next morn- 
ing he went to one of the members of the school board and 
presented figures showing the saving that would be made 
by the installation of 15-watt Mazda lamps. The board 
member was doubtful at first, but finally gave the order, 
which the salesman turned over to the dealer as an exam- 
ple of how he could “Sell ’Em Something More.” 

In Massachusetts there is a salesman who tells his 


purchase of some needed elec- 
trical device. Show ’em how, and then watch ’em take 
to it. 

Dealers who are also contractors can apply the slogan 
with equal effectiveness in their outside work. We all 
know that the general tendency among contractors has 
been to see how little the customer could get along with, 
rather than to suggest opportunities for making the in- 
stallation more complete and satisfactory. ‘Sell ’Em 
Something More” crystallizes the need here. Contractors 
have innumerable opportunities to explain how conven- 
ience outlets will improve a house-wiring job, or how the 
location of additional switches or circuits will greatly 
increase the convenience of an installation and enhance 
its value to the customer. And then, too, the contractor on 
the job has a splendid chance to point out and demon- 
strate the usefulness of the manv household appliances. 

“Sell "Em Something More” means increased sales 
and profits to the contractor-dealer. This means more 
orders for jobbers’ salesmen. Many salesmen have 
already discovered this and are reaping the benefits. A 
few examples have been cited above. An interchange of 
such experiences will help us all. Let’s have yours. 
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Working with the Manufacturer 


Clearer Understanding of Manufacturer’s Problems Will Make 
Better Relations and Better Business 





By FRANK B. RAE, Jr. 


This Is the Sixth of a Series of Twelve Interviews With Prominent Electrical Manufacturers 


HEN you talk to some men, you come away 

with an earful of words and no ideas; when 

you talk to certain pthers, you get a headful 

of ideas and can remember only a very few of their words. 
J. J. Gibson, of the 
Westinghouse company, 
is one of the latter kind. 
He talked to me for a 
couple of hours; he left 
me with a picture of the 


electrical business as 
broad as a view from 
Pike’s Peak—and Im 


darned if I 


ber half a dozen 


can remem- 
words 
he said. ‘ 

But I remember the 
ideas. And so this story 
is an effort to express 
Gibson’s thoughts in my 
own crude prattle. 

* * * 

The most astonishing 
thing about Gibson is 
that he doesn’t want to 
how, when 
run his 


tell anyone 
and where to 
business. 

What do you think of 
a man like that? 

In an era when a Min- 
nesota native tells the 
country how to run its 
appetite; when a_ dirt 
farmer tells Wall Street 
how to run the banks; 
when an illiterate politi- 
cian informs Charley 
Hughes how to write a treaty; when anybody and every- 
body is out to tell the world how to run everything from 
its kiddies’ cars to its economic conferences; when the 
only free thing in this supposedly free country is free 
advice—at a time like this comes a man named Gibson 
who doesn’t want to tell anyone how to run his own 
business. 

Here is his picture. Examine it closely. 
observe that he probably has the usual and ordinary num- 
ber of hands, ears, eyes and other stock ingredients of the 
genus homo. 

His hair, ears, teeth, jaw and brow seem to check up 
about right. Presumably his organs of assimilation and 


You will 





J. J. Gibson, Manager Supply Department, Westinghouse 
Electric & Manufacturing Co. 


dissemination are as and where they should be. Wherein, 
then, does this unique individual differ from 99 per cent 
of humanity? I'll tell you. Brains! 

It’s in the old bean—in the belfry—that J. J. Gib- 
son differs. Imbedded in 
the concrete which holds 
his collar and tie in place 
are a few ounces of nerve 
tissue technically known 
as cerebrum and cerebel- 
lum which have been ex- 
ercised and trained to 
such an astonishing de- 
gree that he knows 
that it is good policy to 
keep his fingers out of 
other peoples’ pie. 

+* * * 

When I called 
Mr. Gibson I was a bit 
awed. 


upon 


He is, as you all 
know, a big man in a busi- 
holds 
down a big job in a big 
company. I rather ex- 
pected he would put a big 
didactic record on the 
talking-machine and then 


ness way. He 


drown me in big solemn 
words. He did no such 
thing. Quite the contrary. 
For instead of telling me 
how the jobbers ought to 
run their business, he put 
it up to me to explain to 
the jobbers what he is up 
against. Instead of shov- 
eling out advice he solic- 
ited sympathy. It reminded me of the elephant whose 
feelings had been hurt. 

“The jobbers,” said Mr. Gibson in effect, “ought to 
know more about the manufacturer’s problems, ought 
to understand what the manufacturer is doing to create 
business, what he is doing to stabilize business, and what 
he is doing to open up new selling opportunities and 
insure the profitableness of those already existing.” 

Few appreciate the size of the investment that under- 
lies the creation of any of the new merchandise that is 
sold, or what it costs to open up new markets to assim- 
ilate that merchandise. Gibson estimates the sum so 
spent to be, roughly, $100,000,000 a year in the elec- 

° 
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And this money, understand, is largely 
It is spent by men with vision, by 
Money is not 


trical industry. 
spent in a gamble. 
men imbued with the ambition to serve. 
so spent by tight-wads and price-trimmers. 

Take fuses, for exampie: A fuse is not a very inspir- 
ing article of merchandise, although mighty important. 
Fuses used to be—well, they were just fuses. Then the 
far-seeing manufacturers realized that fuses ought to be 
better, that fuse expense ought to be cut down, and that 
fusing up factories with wire nails and residences with 
copper pennies are practices which better and more con- 
venient fuses would help to overcome. So the manu- 
facturers spent a few odd hundreds of thousands of 
dollars in fuse development, and more thousands in fuse 
advertising, and still more thousands in organizing and 
stabilizing market practices af- 


rc 


manufacturer and knows that all these things are a 
part of the manufacturer's work. What he wants is to 
have the fellows in the trade appreciate what the manu- 
facturers are up against, and that they just shouldn’t 
make conditions any harder than is necessary. He hopes 
that they will look at new developments not as some 
sort of specially devised “con” game, but as an honest 
effort on the part of manufacturers to give faster and 
larger sales, more business and better business, as well 
as keeping up with the progress of the electrical industry. 
* * * 

It’s impossible to talk ten minutes on the relations 
between manufacturers and jobbers without running foul 
of the price problem. When I interviewed Mr. Gibson 
there was a lot of talk going around about price guar- 

antee. That subject is pretty 





fecting fuse sales. Hence, the 
fuse business of the present 
day. 

A more dramatic and pop- 
ular item is radio equipment. 
After the late unlamented war 
some of the manufacturers 
found themselves with large, 
and highly 
specialized radio departments ; 
they had been developed for 
war work and no market existed 
for their services and products 
in peace times. Instead of 
tying the tinware to these or- 
ganizations, the manufacturers 


expensive very 


unbelted to the tune of a great exist. 
many thousands and_ started 
experimenting on popular radio 
equipment. The results we afl 
Where radio was a mir- 


few 


know. with him. 
most 


acle to people a 


months ago, it is now about as with him. 
cheap and common as _ phono- 


graph music. The ether is all 


The Manufacturer’s Part 
in Creating Business 


a § HE jobbers,” says J. J. 
Gibson, “ought to know 
more about the manufacturer’s 
problems, ought to understand 
more fully what the manufac- 
turer is doing to create business 
and stabilize it, and what he is 
doing to open up new selling op- 
portunities and insure the profit- 
ableness of those that already 


“What the manufacturer asks 
today is that the jobbers work 
Don’t 
Don’t work for him. 
That’s the only way 
money can be made these days.” 


well submerged by now, but 
a point he brought up is in- 
teresting and valuable. 

“The customer asks the re- 
tailer to guarantee the price,” 
said Gibson, “because he 
doesn’t want to see his pur- 
chase depreciate in value over 
night. So the dealer asks the 
jobber to guarantee the price, 
and the jobber asks the manu- 
facturer to guarantee the price. 
But who is going to guarantee 
the price to the manufacturer? 
And if nobody will guarantee 
the manufacturer against vari- 
able costs, why should he do 
all the guaranteeing? 

“Eighty per cent of a job- 
ber’s costs are fixed,” he con- 
tinued, “and only 20 per cent 
are variable. But the manu- 
facturers’ costs may theoretic- 
ally be 100 per cent variable. 
Copper, steel and other raw 


work him. 
But work 











snarled up with wave lengths; 
aerials sway from almost every 
chimney; sermons, jazz and the news of the world sur- 
round us as water surrounds a fish. And so jobbers and 
their salesmen find their order books sprinkled with 
such items as crystal detectors and tuning coils and what- 
nots, the meaning of which wasn’t very generally known 
three vears ago. 

Has anyone the hardihood to say that this great mass 
of sales was originated or put over by the trade? It 
was not. The trade helped—and profited by doing so 
—but the initiative with the manufacturer. He 
is the gambling bambino who invented, developed, per- 
fected and made the goods. It was he who maintained 
the laboratories and experimental shops, he who paid 
the patent attorneys, he who schemed out ways and meth- 
ods of manufacture, he who put in motion the publicity 
agencies and met the advertising bills, he who talked 
and pleaded and induced the trade to take on the line. 
And, finally, it is he who must accept back the stuff if 
it goes wrong or fails to sell, and who must pocket the 


was 


losses if he has picked a bloomer. 
Mr. Gibson did not suggest that the jobber or the 
trade ought to bear any*part of this burden. He is a 


materials are bought in a mar- 
ket that is constantly shifting. 
Labor is a much greater variable than is generally appre- 
ciated because both wages and efficiency may and do 
change unexpectedly.” In spite of which, we may add, 
the conscientious manufacturers generally go to extremes 
to protect the trade against price changes. 

Gibson does not minimize the jobbers’ problems as 
regards price and margin, but he poifits out that the 
manufacturer has those same problems plus a_ whole 
For example, one department of the West- 
inghouse company recently put out a new model of an 
old-established appliance. It had to conceive the improve- 
ments incorporated in this design; then it had to per- 
fect and test and prove their value; then it had to figure 
ou the manufacturing processes and methods; then the 
sales policy had to be fixed; the package and label and 
advertising and window displays all had to be deter- 
mined; then the stocks of the old appliance which this 
new item superseded had to be estimated and steps taken 
to protect the trade against loss through obsolescence ; 
the price had to be figured; and finally, a stock of the 
appliances had to be made and placed in warehouse 

(Continued on page 76) 


lot more. 
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Sales Data for Salesmen 


A Graphic Method of Showing Comparative Sales Effort, Calls Made 


and Credit Information in Different Territories 


By JOHN T. MORGAN 


Secretary and Sales Manager, Charleston Electrical Supply Co., Charleston, W. Va. 


HE one who can profit most by good, accurate sales 
figures is the salesman himself. With this in view 
the Charleston Electrical Supply Co. tried to work 

out some scheme that would show a comparison of sales 
effort and sales available to all of its salesmen. At the 
same time it was deemed desirable that the scheme should 
not embarrass or discourage a new salesman or one doing 
missionary work in a new or poor territory. 

After doing considerable experimental work a scheme 
was devised, the chief feature of which is termed a “Sales 
Data Board,” shown in Fig. 1. It is laid out so that the 
name of each salesman’s territory is placed on a card at 
the top of a column on the board. The customer's names 
in each territory are listed singly on a form shown by 
Fig. 2. Colored tacks and flags are then used as follows: 
Call on customer by regular salesman, no order received— 
blue tack. 

Call on 
tack 

Special machinery salesman No. 1—yellow tack. 

Special machinery salesman No, 2—black tack. 

Special machinery salesman No, 3—spotted tack. 

Special machinery salesman No. 4—slate colored tack. 

Sale of mining machines (does not indicate 
machines )—red flag. 


customer by regular salesman, order received—red 





number of 





Sale of locomotives (does not indicate number of locomo- 
tives)—yellow flag. 

Sale of hoists (does not indicate number of hoists)—blue 
flag. 

Sale of pumps (does not 
green flag. 

Sale of radio equipment—triangular pink tack. 

Sale of theater equipment—triangular lavender tack. 

See credit department—red thumb tack. 

See credit department—blue and white thumb tack. 

No electric power service—white tack. 

With this arrangement any one in the office or any 


indicate number of pumps)— 


salesman can see at a glance: 

(1) Number of calls made on any customer. 

(2) Whether or not an order was received when the salesman 
called. 

(8) Different kinds of heavy equipment sold and months in 
which it was sold. 

(4) List of customers whose credit is questionable. 

(5) Those customers who do not have electricity. 

(6) Calls by special men. 

Each salesman can see what he has been doing; what 
customers he has been failing to call on; what other 
salesmen are doing; what help he has been getting from 
special men, and the latest credit information as to his 
territory. To obtain this information each salesman sends 
in a daily report shown in Fig. 3. The credit informa- 
tion is kept up to date by the credit department, which 


ay Vigan 

















Fig. 1.—Sales Data Board, Showing Salesmen’s Territories, Customer Lists and Method of Indicating Calls and Sales. Note 
the Sales Thermometers at Right End of Board for Showing Comparative Records. 
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Fig. 2.—Form Used on Sales Data Board to List Customers 
and to Show Calls and Sales with Tacks. 


tends to increase the co-operation between the sales and 
the credit departments. ; 

By having a blue tack for a call without an order and 
a red tack for a call with an order, competition between 
the salesmen is maintained, because each one tries to get 
more red tacks than the other fellow. This means more 
business closed by the salesman, and less requests by the 
salesman to the office for quotation to the customer, which 
decreases the chance of a competitor dropping in on the 
customer and getting the order between the time our 
salesman calls and the office quotation reaches him. 

By showing flags for special equipment sold it also 
furthers competition between the salesmen and aids in de- 
termining the best months in which to advertise certain 
equipment, for such purchases as pumps vary a great deal 
on the weather and time of year. This record has also 
shown that they vary nearly the same every year. 

At the end of this board is shown a sales thermometer 
for the entire year and for two months at a time. No 
actual figures are shown, but graphic representation shows 
the comparative standings. Each sales quota is called a 
bogey, which marks the goal set*for every month and 
also for the entire vear. 
chinery and supplies is shown in this way. The bogey 
for each territory is different, but in the graphic repre- 
In other words, there is 
shown graphically each salesman’s sales by months. For 
instance if John Doe’s territory has a bogey of $10,000 
per month and John Smith’s territory a bogey of $5,000 
per month, and they both make their bogey, the graphic 
representation shows John Smith is doing just as well as 
John Doe. This keeps the salesman with a poor or new 
territory whose bogey is lower than some salesman in a 
good territory from getting discouraged, because the 
chart shows what each salesman has done compared to 
what has been laid out for him to do without giving actual 


sentation they are the same. 


The data for both heavy ma-’ 


figures. It keeps up wholesome competition in a race 
with fair handicaps, so that no matter how new the sales- 
man or how poor the territory he still is on a competitive 
basis with any other salesman, no matter how much of a 
star he is or how prosperous his territory. Furthermore, 
this graphic representation of what is being done in each 
territory also plainly shows when a territory is too small 
or is getting too large. 

The customer mailing list has been improved over 50 
per cent since this board was started, because each sales- 
man makes it a point to check up what the office considers 
his territory, and when changes have occurred he wants 
them shown as soon as possible on the board, which au- 
tomatically brings the mailing list up to date, as it is 
checked by this board. 

And last, but not least, it gives a record of calls per 
month, which, with the sales cost, gives the cost per call. 
This may seem a peculiar figure to desire, but when it is 
considered that a salesman is of most value when in con- 
tact with his customers, it can readily be understood that 
it is really an essential figure to obtain. 

On this board is posted a comparative record by months, 
showing the total number of companies in each field, calls 
per month and percent of total called on each month. 

The sales data board is a big help in keeping the sales- 
men on their toes and increasing their morale, as well as 
giving the office up-to-date information regarding their 
work. The cost of the board and its maintenance are 
negligible, especially when the benefits derived are taken 
into consideration. 





THIS REPORT MUST BE MAILED TO OFFICE EVERY DAY 





CHARLESTON ELECTRICAL SUPPLY CO 
CHARLESTON, WEST VIRGINIA. 


Dear Sirs: 


Teday I have called on the following companies and received orders as shown: 
(Always show on this report prospective business so we can follow up.) 





(Show only name of company ) | (Order Received) 
Company | Yes or No 













































































Fig. 3.—Form Used by Salesmen to Report Calls and Whether 
or Not Orders Were Received. 
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Art in Salesmanship 


_ Just as the Actor Applies His Art So Must the Salesman Apply His 
Knowledge of Goods and People 


By JAMES H. COLLINS 


polished performance of a great actor and the un- 
inspired efforts of the average performer having but 
little talent. Probably you have observed the same thing 
in books, pictures, music, 


Y ws have noticed the difference between the easy, 


salesman, a customer moves through a pleasant episode, his 
or her temperament gauged, accommodation made to it, 
and the right suggestions offered. Without knowledge of 
both merchandise and people, the effect would be like that 

of bad acting or poor pi- 





magazine covers, the dec- 
oration of a room—any- 
thing calling for art. 

Under the easy work of 
the great artist, invaria- 
bly, lies a world of study, 
attention to detail, and 
practice. There may be 
genius to begin with, but 
genius has been defined 
as the capacity to take 
great pains with details. 

The sculptor first builds 
a skeleton for his statue, 
then clothes it with mus- 
cles, then flesh. In the 
finished statue all are con- 
cealed, yet without them 
proportion, action and the 
feeling of life would be 
lacking. 

It is said that a woman 
once rented a summer cot- 
tage next to one occupied 
by Paderewski in Switz- 
erland, hoping that she 
would benefit by hearing 
the pianist play great 
compositions at his daily 
practice. But, according 
to the story, Paderewski 
simply practiced one diffi- 
cult passage over and over 
again, hour after hour, 
and the woman went 
away with the lesson that 








James H. Collins 


This is the first of a new series of ar- 
ticles by Mr. Collins, and in it he says 
there can be no royal road to selling ex- 
cept through unremitting attention to 
detail and to practice. 
the good salesman is as much an artist as 
the great actor, painter, sculptor or musi- 
cian, and that his development is the 
result of drill and work. 


ano playing. The custom- 
er does not suspect the 
hard work, practice and 
art behind it all—in fact, 
that is none of his affair. 

Take knowledge of 
goods, for example. How 
many people holding sales 
jobs, particularly in re- 
tail lines, really know 
their goods? 

Some years ago in the 
suggestion box of an east- 
ern clothing store a saies- 
man advocated a standard 
unchanging arrangement 
of stock so that the same 
model suits would always 
be found in the same 
place. He complained 
that stock was shifted too 
frequently, and that it 
was often necessary to 
ask “head of stock” where 
a certain model had been 
placed. 

The comment of his 
boss upon this suggestion 
was very interesting: 
“One reason for shifting 
take a fancy to a certain 
pattern or two, and will 
make an effort to sell only 
their favorite patterns. 
Because each man likes 


He contends that 





certain patterns he tries 





the only way to imitate 
Paderewski was by practicing faithfully and untiringly 
until each composition was mastered. 

A good many efforts have been made to find a royal road 
to selling. But the royal road is through practice. No 
matter what his liking for salesmanship, his talent—even 
genius—the salesman must conceal his art, put the skele- 
ton into his statue and make it invisible after it is there. 

Selling calls for two kinds of practice, both unremitting 
and full of detail. One is knowledge of goods, and the 
other knowledge of people. These are the vital points of 
“inside salesmanship.” In the hands of the practiced 


to clothe everybody in 
them, talks them better, and seldom shows others. He 
goes only to the place where these patterns are to be 
found. By shifting stock we compel him to grow familiar 
with other patterns. Any salesman can find the goods 
he wants if he takes ten minutes each morning to look 
through stock and locate it himself. Then he would 
not grow stale on some one particular pattern.” 

A Bible publisher once told the writer that this partial- 
ity extended even to his line—a book salesman will usually 
show and sell customers the kind of Bible he likes him- 
self, the one most pleasing to him in size, type and binding. 
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It is a problem to pursuade him to really study the whole 
line. 

The same artlessness is often found in knowing people. 
Many excellent things have been written about the psy- 
chology of the customer—how to size up people by their 
appearance, manner and so forth, and adapt one’s methods 
to different temperaments. But without constant study 
of people and practice, psychology is of little value. 

A woman entered a man’s shop one day not long ago. 
She talked in a loud voice, and seemed disatisfied with 
everything shown her by the young clerk trying to please 
her. A grizzled veteran with ‘Belfast training’ stepped 
up, took care of his customer, and almost in a moment 
her voice dropped to a pleasant feminine tone, and she 
was buying goods delightedly. Probably this veteran 
never took a course in psychology. As a finished sales 
artist, however, with the technique of people at his finger 
ends through long practice, he knew that the woman was 
simply embarrassed in a man’s store. Shyness and timid- 
ity in shopping are more frequent than is generally 
recognized, among both men and women. It arises from 
a feeling that they are not well-informed about merchan- 
dise, fashions or behavior, that the necessity for economy 
will make them seem “cheap,” and so forth. 

Other customers are overbearing in manner, slow and 
cautious in making their purchases, or quick and heedless. 
Some require patient handiing, others subject the sales 
man to a cross-examination, and still others are impres- 
sionistic, quickly buying what appeals to love of novelty. 

The sales record of afi eastern department store sales 
man disclosed an odd fact—that he sold most goods during 
the last two or three hours of the day. 

“Most 


They are 


“It is very simple,’ he said, when questioned. 
salespeople are apt to ‘let down’ at that time. 
tired. But customers are tired, too, and not able to put 
forth the same resistance or objections to a salesman’s 


arguments. Without forcing goods upon them it is then 


possible to sell what they ought to have with the least 
difficulty.” 

One mistake the finished salesman, secure in his knowl- 
edge of merchandise and people, never makes. That is 
the error of quizzing customers instead of giving them 
something to look at. 

“Something in shoes? 
Black or tan? About what price? 
—or an outing shoe?” 

Such inquiries are artless, showing the framework of 
the statue that should be concealed. The salesman who 
has mastered the technique of his art glances at his shoes, 
for suggestions, and draws upon his knowledge of mer- 
chandise for something appropriate to show immediately. 
The customer is wearing a low shoe in midwinter, an in- 
dication that he likes that style all year round. He is 
wearing black high shoes, but summer is coming on—a 
low tan shoe, may be a welcome change. His clothes are 
obviously tailored—nothing under $100 will buy a suit 
like that. So style or comfort come before price. Or he 
is palpably an outdoor man, and wants sturdy footwear. 
Needless questions make the sale an abstract discussion, 
while concrete merchandise set before him would bring the 


Yes, sir—high or low shoes? 
Something for dress 


answers automatically and speed the sale. 

Art is defined as the skillful and systematic arrange- 
ment for adaptation of means for the attainment of some 
desired end; practical application of knowledge or natural 
ability; skill in accomplishing a purpose.’ That sales- 
manship is an art there can be little question—though 
not all salesmen are artists, by any means. As the great 
artist in literature, sculpture or music may be entirely 
original in his methods and results so the salesman-artist 
may develop along his own individual lines. But develop- 
ment of natural ability and practical application of know]- 
drill, work—the development of 
effective, 


edge calls for pains, 


fundamentals in his art which, when most 


will be out of sight. 





Employes of National Electrical Supply Co. at a Party 


The Nesco Recreation Association, an organization composed of the employes of the National Electrical Supply Co., Washing- 


ton, D. C., stopped long enough during a recent party to get its picture taken. 


It is a co-operative organization which pays 


nominal dues and gives dances, oyster roasts and other seasonable affairs which have become so popular that their fame has 


spread outside the company. 
of the activities of the Nesco Recreation Association. 


Many Washingtonians have become quite familiar with the Nesco organization through the medium 
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The Building Situation 


Predicted Increase in Building, Especially Residences, Will Bring Opportu- 
nities for Greater Volume of Sales 


GREAT deal of encouragement is given to the 
A electrical jobbing trade from recent statistics on 

the trend of building operations. The remark 
ably good showing for the closing months of 
followed by favorable reports for the first two months of 
this year give added confirmation of the revival of con- 
struction activity. Every present indication is that this 
year will see a considerably larger volume of construc- 
tion than was done in 1921. 

The principal factors favorable are the still unsatis- 
fied demand for buildings of every class and the steadily 
increasing amount of money available for investment in 
construction projects. These factors are not uniformly 
favorable everywhere. 
been rapid in the East and slow in the Central West. 
This unevenness in the rate of recovery may be expected 
to continue well into 1922. The recovery of general 
prosperity in the Central West will continue to be slow, 
and general business conditions in that section will re- 
tard speedy revival of construction activity, particularly 


Recovery in recent+months has 


in agricultural communities. 

While it is reasonable to expect increased activity in 
every class of construction projects, it is probable that 
residential building will predominate. Public 
works, business buildings and educational buildings, all 
of which made good records for activity in 1921, may be 
expected to continue at a satisfactory rate. Even indus- 
trial buildings, which special class is likely to be about 
the last- to return to a normal rate of activity, should 
show an increase over 192f. 


again 


1921, 


The records of construction that was contemplated 
during the past three years indicate that the community 
comprised within the F. W. Dodge Co.'s territory (in- 
cluding about three-fourths of the total construction of 
the country) has collectively worked toward a three- 
billion dollar total each year. The average accomplish- 
ment per year has amounted to two and a half billions. 
The year 1920 was the only one since the war that start- 
ed off at a sufficiently high rate to reach a three-billion 
dollar total. That rate was maintained for four months, 
and then the reaction came. 
not only by the reaction in general business conditions, 
but it was also influenced by the fact that there was a 
sufficient supply of neither materials, labor nor trans- 
portation facilities to carry through the extensive pro- 
gram that was mapped out. 

In 1922 the community’s collective effort will be to- 
ward a four-billion dollar construction year for the en- 
The labor 


facilities is 


This reaction was caused 


tire of materials, and 
transportation still 
through such a large program. 

desirable that a program of such magnitude be actually 
started. 
disputes still unsettled, and other retarding factors may 


be expected to curb a too rapid boom in construction. 


country. supply 
inadequate to 


It is neither likely nor 


carry 


Slowness of recovery in general business, labor 


If this year shows a moderate margin over three and a 

quarter billions invested in construction contracts (say 

an increase of 8 or 10 per cent over 1921) rather more 

evenly distributed than the 1921 construction was, it will 
(Continued on page 72) 
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Curves Showing Trend of Industrial, Business, Residential and Total Building Operations, Month by Month, for Three Years. 
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Get Started 
and Do It Now 


Where and When to 


Take 


Hold 


By DR. FRANK CRANE 


HE place to take hold is Here—right 
And the time to begin is Now— 


Here. 


If your desk is cluttered with a dozen half- 
finished tasks, clean it up now. Decide. Act. 


right Now. If you don’t know how to go What if you do make a mistake; it can be rec- 


at it right, then go at it 
wrong; in any event, go 
at it. 

All the worth-while 
things of this life are not 
acquired without difficul- 
ties. Nothing’s easy but 
slumping, and even that 
causes a great deal of dif- 
ficulty in the end. 

It is really pitiful to see 
some able-bodied man 
spending more time and 
energy trying to get out 
of doing something than 
he would if he actually 
did the task. 

The only way to per- 
form a difficult and com- 
plicated task is to go at 
it somehow—get started. 

You cannot have 
smooth sailing unless you 
get your sails set. That’s 
the difficult part of it. 

But once they are set, the breeze carries you 
along without trouble. 

It is the same way with your work. Once 
you are started, your enthusiasm and the idea of 
accomplishment will carry you along. Then it 
is easy. 

Life is an Art, not a Science. It is mastered 
by experiment, and infinite beginnings again. 
Nobody in the world can learn just what to do 
before he does it—I mean in the way of living 
and getting along. 

If you have to see a man, and you dread the 
interview because he is a seemingly impossible 
fellow and will make things as hard for you as 
he can, go right away and get it over with. Put- 
ting it off only makes matters more difficult. 


tified. Letting things slide 
along never can, unless 
you go ahead. 

If you owe money, pay 
it. If you cannot possi- 
bly pay it, make the best 
arrangements you can 
with your creditor now. 
Don’t evade and equivo- 
cate. Don’t dawdle. 

If you have a new sales 
problem to handle, and 
you don’t see how you can 
master it, go at it anyhow, 
learn all you can about it, 
get started, and don’t wait 
for some miracle to hap- 
pen. 
If you have a bad habit 

that is throttling you. 
take hold now. You must 
conquer it sometime, and 
every day you delay your 
fight your enemy grows 
stronger while you grow 
weaker. “Nip it in the bud,” as they say. 

If you want to save money and get a little 
ahead, put a portion of what you have now in 
the savings bank. Nothing was ever finished 
that was never begun. 

If you really want to be of some service to 
those with whom you come in contact, give of 
what you now possess. 

But do it now. What you are going to do 
some day may be a sickly dream. It’s what you 
do today that means something. 

The only creed that will save you is the one 
that flushes your heart and thought and speech 
—now. 

The place to take hold is Here! 

The time to begin is Now. 


(Copyright, 1922, by Dr. Frank Crane.) 
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Pictorial Review of Electrical Developments 














For entertainment the radio is beginning to rival the movie. The 
only difference is that you don’t go to it; it comes to you. That's 
why these wounded war heroes are strong for radio. It brings the 
outside world right to their ward—concerts, news, sermons and 


the like——Photo by K. & H. 





















The “Follies” weren’t so good this year, so the Hawthorne Club of 
the Western Electric Co. wanted to show Flo Zeigfeld a thing or 
two and put on the “Hawthorne Follies” at the Aryan Grotto 
theater in Chicago 
early in March. At 
the left is a group of 
W-E employes in 
Spanish dress, and at 
the right—well, you 
her sized up before 
you ever read _ this. 
Anyway, she’s a peach. 





A London tobacoonist has in 
vented this electrically operated 
pipe conditioner. “Velvet Joe” 
probably has one of them.—Photo 
by Keystone. 
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A combination of ceiling and cove units produces this 
pleasing lighting effect in the St. Helena Cathedral, 
Helena, Mont. There are 37 ceiling units, each con- 
sisting of a 200-watt lamp in a deep-bowl reflector. 
The cove lighting consists of 94 lamps of 25-watt size 
on the lower level and 50 lamps of 60-watt size on the 
upper level. Note the high intensity, with practically 
no shadows or glare. 


When Thomas A, 
birthday last month, employes at his Orange, N. J., 
works presented him with a statue of Orpheus dis- 
covering a graphophone record. Orpheus, you know, 
was a Greek musician, the son of Apollo and Calliope. 
The statue is by the great sculptor, Lorado Taft. 


Edison reached his seventy-fifth 


Lighting salesmen aren’t the only ones who measure 
intensities. Below is a Macbeth Illuminometer being 
used at the Columbia University—Photos by K. & H. 


























One of the many features in con- 
nection with the Lighting lixture 
Market held in Milwaukee early in 
February was the presentation of 
the moving picture, “The Evolu- 
tion of Light.” This film, which 
was prepared under the supervision 
of Franz Brzeezkowski, depicts 
the progress of lighting from the 
time of primitive man up to the present day. The first 
scenes show a typical cave man of many centuries ago, 
seizing a brand from the open fire to light the way 
from his place of abode. This method of using burn- 
ing fagots or pine knots was superseded by the use of 
animal oils or fats in vessels, a form of lighting em 
ployed in early Egyptian times. Then came the dis 
covery of the tallow dip or candle, a smoking, ill 
smelling illuminant that prevailed up to a century ago, 
and followed by the glass chimney oil lamp, later by 
gas lighting, and finally by electric lighting. 

The film shows these various stages of lighting de 
velopment, and concludes by giving modern applica 


tions of electric lighting, especially in the home. 









































Above are two typical scenes from 
the film, one showing a home in 
terior when candles were the only 
form of illuminant, and the other 
an old-fashioned sitting room when 
hanging oil lamps were very much 
the thing. The insert shows Mr. 
Brzeczkowski, who wrote the 
scenario and supervised the produc- 
tion of the film for the National Council of Lighting 
Fixture Manufacturers. 


Not content with showing “The Evolution of Light,” 
the entertainment committee made arrangements for a 
song revue which was presented in connection with the 
film at Plankinton Hall in the Milwaukee Auditorium. 
Among the headliners in this production was Miss 
Robyn Adair, popular danseuse, who is shown in the 
illustration below. Another interesting part of the 
program, which entertained thousands of visitors to 
the fixture market, was Miss Lucille Stoddard, in the 
“Dance of Lights,” staged with numerous unique elec- 


trical effects. 
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O. Fred Rost 


General Manager of the Newark Electrical Supply Co., Newark, N. J. 
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MEN YOU SHOULD KNOW 


O. Fred Rost, 


N THE theory that a bad beginning makes a good 
O ending this sketch promises to conclude splen- 

didly. For it begins the very worst way, if the 
rules for writing entertainingly hold true. 

Instead of leading you on from sentence to sentence 
and paragraph to paragraph, attention is invited away 
from this article and to the picture on the opposite page. 
Put on your character-analyz- 
ing glasses and carefully study 


General Manager, 
Newark Electrical Supply Co. 


He is president of the Beachwood Property Owner's As- 
sociation and has been for four years. Also, he somehow 
finds time to write and publish the “Beachwood Echo,” an 
entertaining little four-sheet affair issued monthly. 

Now, lest mention of such activities promote wrong 
conclusions, a word about Rost as he is during business 
hours is apropos. The things which have been explained 

are but relaxations, hobbies, 


done out of business hours and. 





that picture, which, by the 
way, is a corking good likeness. 
Make a note of your conclu- 
sions. And now the odds are 
about 8 to 5—bets payable at 
Hot Springs when next the 
E. S. J. A. meets there—that 
your diagnosis proves to be not 
more than half correct. 

“Perhaps you may guess that 


Hustle to Succeed en 
HERE is no rule-of-thumb 


method for attaining success, 
but O. Fred Rost thinks that all 
things come to those who hustle 
while they wait. 
patience will win in the long run. 


because he gets fun out of do- 
ing them. Where business and 
welfare of the Newark 
Electrical Supply Co. are in- 
volved he’s as hard headed as 
they make ’em; in fact, almost 
brutually accurate and direct 
in his analysis of a business 
problem or project. 


Energy and , 
‘ When Rost stepped into the 


the subject of the picture ‘ ee. : Newark Electrical Supply Co. 
possesses a_ strong artistic Not only that, but it is his as general manager, back in 
streak. But go a bit further, opinion that the best way is the 1915, he was faced by the 
naming the avenue or avenues easiest Way. It is a great deal necessity of doing a desperate 


that artistic 
The chances 


through which 
urge finds outlet. 
are that in doing so you'll 
score your first miss. 

For instance, perhaps you 
have seen the calendar issued 
last year by the Newark Elec- 
trical Supply Co. It bears a 


the crowd. 





better to “do things up brown” 
than to just “get by.” 

Let a man be both energetic 
and thorough and good fortune 
will pick him out from among 


job of business doctoring first 
of all. The company’s business 
had been with electrical con- 
almost 


Bills receivable, to a consider- 


tractors exclusively. 
able degree, represented mere- 
ly so much paper; that and 
The policies 


nothing more. 








reproduction in color of an oil 
painting showing a view of 
Market street in Newark. Well, Rost painted that pic- 
ture. 

* Again, perhaps you are familiar with ‘“Nelectra- 
Grams,” the chatty, one-page bulletin of trade news and 
gossip published by Rost’s company. Or, if not that, 
possibly you have seen some of the company’s advertising 
or sales letters. Anyway, Rost it is who grinds out the 
copy. 

Yet again, on the writer’s desk there is an ash tray and 
match-box holder of original design and graceful lines. 
Rost modelled the original out of clay one day, and later 
gratified his friends by presenting each one of them with 
a bronzed reproduction. Possibly your study of the por- 
trait has already convinced you of Rost’s ability to do 
such things, but there is probably another angle or two 
that you have overlooked. 

It may be that you have spent a Sunday in summer, 
sometime during the last four years, at Beachwood, N. J. 
They have Sunday services there, you know, and some- 
times the minister engaged to speak upon a particular 
Sunday fails to arrive. Well, on several such occasions 
“QO. Fred” has saved the day with a common-sense talk 
that had plenty of religion in it, without being ‘‘preachy.”’ 


permitting such things and the 
practices that had carried ‘the 
business to such extremes had all to be corrected—and in 
the meantime the business had to be kept going and a 
foundation built for future business. 

No additional capital was available. Rost had dropped 
his plans for manufacturing an automobile after his own 
design when he was, as he put it, “drafted” into the elec- 
trical jobbing business. His knowledge of things electrical 
A stiff undertaking surely! 

A couple of years later a man called “Bill” came out of 
the West, and at Long Branch, N. J., gave the first ex- 
planation of the “Goodwin Plan” heard east of the 
Rockies. Rost was among those present. He took it all 
in, but he wasn’t sold on the idea at first, and was frank 
That bunch of worthless bills receivable 


was nil. 


about saying so. 
didn’t make him view the advisability of doing business 
with contractors exclusively with any too much favor. 
Finally, however, he came to the conclusion that the 
contractor could be brought to function satisfactorily as 
an appliance distributor—if properly counselled with and 
helped. So he selected a hand-picked lot of New Jersey 
contractors and offered to put them into the retail end of 
the game on a basis that make winning a practical cer- 


tainty. (Continued on page 84) 
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Lighting of Show Windows 


Essential Facts to Assist Jobbers’ Salesmen in Effecting the Sale of Lamps 


candles, depending upon the location of the 
store. The higher intensity is advisable where 
there are bright windows or electric signs adjacent. 


Lamps and Reflectors 

In general, 100-watt, clear, gas-filled lamps in 
proper mirrored or prismatic glass, window-type 
reflectors should be mounted at 12-inch intervals near 
the window pane and ceiling. The resulting intensity, 
unless there is abnormal absorption by the back- 
ground and materials on display, will be about 50 
foot-candles. If daylight lamps are installed the 
150-watt size should be used. 

Lamps and reflectors should be screened from 
street view by means of valances or dense paint at the 
top of the window. Backgrounds of material and sur- 
face that will not unduly reflect light into the eyes of 
the window shopper are preferable. If this effect is 
found to be unpleasant it may be remedied by means 
of a cloth curtain between the lamps and the back- 
ground. The curtain may be placed near the lamps 
running the length of the window and the bottom of 
the curtain need be only a few inches nearer the floor 
than the bottom of the reflectors. 

Color Illumination 

It is frequently advisable to use reflectors of the 
type with which color screens or caps may be em- 
ployed when the merchant wishes to vary the color of 
the window illumination. 

A spot light on a separate circuit is advantageous 
when colored illuminaion is in use. The spotlight may 
be focused on the particular object in the window 
towards which attention is desired, setting it off from 
other objects by contrast in color. 

Sales Pointers 

An honest compliment is always a good sales 
opener. It may be based on tasteful arrangement of 
goods, strength of advertising, quality of goods, class 
of trade, prestige of store, or briskness of trade. 
Follow it with appeal to merchants’ pride in his estab- 
lishment and then brass-tack talk on better window 
illumination as a dividend payer to the merchant. 

Concentrate on one type of reflector and lamp, and 
carry a demonstration unit which you may quickly 
install to show color effects. Have your costs per 
unit all figured up so you can estimate from the 
dimensions of the window what the complete installa- 
tion will cost. Don’t talk price, however, until you 


r I VHE standard of intensity is from 30 to 70 foot- 


have convinced the merchant of the value to him of 
good window lighting. 





and Lighting Equipment for Store Windows 
By W. E. UNDERWOOD 


After you have clinched the sale of window light- 
ing, try to sell better illumination for the rest of the 
store. 

Be sure you address the store proprietor rather 
than a subordinate. He is the one most likely to see 
the force of your ideas and spend the money to put 
them to work. It makes little difference whether he 
owns or rents the store; he can afford the best win- 
dow lighting if it helps to sell his goods. 

Prospects 

Make your survey at night. List the poorly lighted 
windows and make a note on each one as to its faults 
and how it compares with adjoining windows and 
nearby competitors. 

From your list pick out the specialty shops located 
on the main trade streets. These would include haber- 
dashers, women’s clothing, shoe stores, florists, candy 
shops, furniture stores, book sellers, etc. These are 
the cream of your prospects and it is better to pick a 
limited number and to try intensive selling on them 
than to spread your effort too thin. 

Selling Aids 

A campaign of three or four good mailings sent out 
in advance of your sales calls will help. Photographs 
of good and bad window lighting are useful in empha- 
sizing sales points. 

Try to get an opportunity to talk on window light- 
ing before a gathering of local merchants. Prepare a 
good demonstration showing how colored light helps 
sell goods by enhancing their attractiveness. Being 
known as an expert is a powerful sales ally. 

Don’ts 

Don’t quit at the first alibi, but retire rather than 
antagonize, thus leaving the way open to call again. 

Don’t interrupt the proprietor in a sale. 

Don’t try to put in trial installations except under 
especially promising circumstances. One or two trial 
units are not enough to sufficiently sell a whole win- 
dow installation and the cost of putting in the whole 
installation on trial is a pretty big speculation. This 
is where window lighting differs from store interior 
lighting. 

Don’t insist on selling colored window lighting to 
the merchant who really prefers the more common 
type of lighting. 

Don’t abandon the merchant who puts in color 
lighting as soon as the installation is complete. Drop 
around occasionally and aid him until he has learned 
how to handle it to good advantage in obtaining color 
contrasts and effective displays. 
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_ The sale of Ornamental Street Lighting offers attrac- 
tive profits for Contractors. 





In addition to attractive profits the sale of Orna- 
mental Street Lighting installations gives new impetus 
to store and residence lighting, show windows and in- 
terior lighting, which seem good enough on poorly 
lighted streets, appear dingy and somber when con- Sol-Lux Top withGlass 
trasted with good Street Lighting. Canopy and Octagonal 
Casiné 











By promoting an Ornamental Street Lighting instal- 
lation, the Contractor becomes recognized as a public 
spirited citizen, and builds prestige for himself by the 
handling of such contracts in connection with which 
there is always considerable publicity. 










The services of the Illuminating Engineering Bureau of the 
Westinghouse Companies are offered without cost to Con- 
tractors in making Reports and Recommendations, covering 
lighting systems suitable to any local requirements. These 
services, together with the wide variety of Westinghouse- 
Cutter Ornamental Posts and Tops offer contractors oppor- 
tunities to realize handsome profits. 









Westinghouse Electric & Manufacturing Company 
George Cutter Works—South Bend, Indiana 












Egyptian Post Reflecto‘Lon Top 


with Egyptian Senior Tops 


Westinghouse 
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Adventures of Hardluck Sam 


Our Hero Learns the Value of a Bird in the Hand 


EAR PHIL: Well, boy, it must be awful to be a 
D vovine Russian, but I’ll say it’s more of a dis- 

grace to die of hunger here in the middle of plenty, 
and if the old Jinx continues to shove ’em through my 
goal here’s one bird due for a tin bill,and a foot of hen- 
roost in place of a bed. 

When I started on this new job the sales manager 
showed me Mt. Vernon on the map. He had a mourning 
ring around it, because it’s a live burg and still he had 
no good account there. He was hot after Lydig & Welch, 
who were known to be somewhat 


I had to 
“Some 


ear out. And, by golly! he calls up Lydig! 
laugh to think how loud the poor nut talked. 
rookie,” I says to myself. 

“Yes, Mr. Lydig,” he says, “Welch is going to put it 
Store and wiring stock, fixtures, accessories, 
I’ll have more dope for you in 


on mean. 
and a big lamp contract. 
the morning.” 

Say, Phil, I was at Welch’s house before that poor ped- 
dler came out of that booth! Soon as I introduced myself, 
he lit in and gave Lydig the Order of The Rotten Tomato 





the yoke of the 
So he oozes me 


restless under 
Northern people. 
the job of prying them loose. 

I landed in Mt. Vernon just in 
time to see active service in a live 
sector. I always do. I found Ly- 
dig, but no Welch, and it wasn't 
long until I knew why. Lydig had 
evidently been sitting there nursing 
his grouch, and all he needed was 
some poor fish like me to get in his 
light for him to unload on. After 
he got through telling me what he 
thought of my firm, and why he 
had never bought much of them, he 
went on to the object of his pres- 
ent blood-lust. 

It seems he Welch 
about to stage a mammoth produc- 
“Divorcons.” In other 
words, the Siamese 
handed the doc a cleaver and a 
bucket and told him to make it 
snappy. Yep, dissolution of partner- 





and were 
tion of 


Twins had 


ship, with possible murder to fol- 
low. And then he proceeded to tell me the gruesome details. 
He wound up like this: “Now, Welch is going to open 
up on his own hook, and he’s going to buy some stock. I 
don’t say you mustn’t sell him; I never say that to any 
salesman. But I'll say this, if you do sell him, stay out 
of my place for good. I’ve been thinking of pulling away 
from the Northern, and if you lay off that blank-blanked 
backbiter, I'll give you an order you'll have to send to 
vour house by express, lamp contract and all, right now.” 
Of course I took him up, but I was wise enough to stall 
him off till I took a peep at those two birds in the bush. 
So I told him I would come back after supper, as I was 
expecting some new dope in the evening mail. As I was 
leaving I saw another peddler go in, and had half a mind 
to pretend I forgot something and go back, but thought 
better of it. After supper I sat in the hotel office, trying 
to decide whether I would let it ride, or go to see Welch. 
While I was looking over my mail I heard a fellow stop 
behind my chair. I don’t know why I didn’t look back, 
but I felt that he was looking at me pretty hard. Finally 
he went into the telephone booth, and then I hung my good 





C. A. Smith, Author of the “Hardluck 
Sam” Articles 


clear to the roof, while the 
whole family, even the dog, 
walked sideways on _ tiptoe for 


fear he'd start swinging. And he 
ended up with: “If you'll play fair 
with me, and lay off that frog- 
eved, eagle-faced, flat-headed ex- 
partner of mine, I'll give you all 
my business, besides my dad’s S600 
Form E lamp contract for his can- 
nery.” 

That settled it. I told him I 
would be down bright and early in 
the morning and we'd do it up 
right. I went back to the hotel and 
called up Lydig, saying I had a lot 
of writing to do, but would take his 
order first thing next morning. 
Then I wrote a chesty letter to the 
sales manager, telling him I had 
brought home the bacon, big order, 
lamp contract and everything. I 
wrote Alice to pick her out a new 
evening dress, and get some seats 
at the Shubert for the following 
Saturday. Atta boy, Sam! 

Well, when I walked into Welch’s house the next morn- 
ing, the thermometer outside said 42, but inside it was 
about 10 below. ¥ 

“The stuff’s off,” says Welch, looking over my head, 
“My old man was down here last night after you left, and 
showed me what a fool I was to split up.” | 
“Fine, fine!” 
Let’s 


I saw my cue, and blubbers all over him. 
I says, “I don’t care who I get the orders from. 
go down to the store.” 

“Well, no,” he says. ‘‘You see, it looked like you was 
burning the candle at both ends, and Lydig placed the 
whole smear an hour ago.” 

“Tell me who got it,” I says. 

“Well,” he says, “I guess there’s no harm. It was Bon- 
rath, of the Northern.” 

OWITCH!! My old enemy! That's why he talked so 
loud in the booth. Rookie! I thought of the letters I 
wrote Alice and the boss. Oi yoi! Bringing home. the 
bacon! Listen, Phil, the only meat I brought home I 


got from Bonrath in that booth—a BUM STEER!!! 
SAM. 
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The Silent Voice in the Show Window 


Every “Jove” 
tint No. 600 
of X-Ray 
color Reflector 
can with 

be had No. 66 
in this “Color- 
window Ray’ 





Because of their everlasting brilliancy, X-Ray Reflectors have replaced all the 
counterfeit reflectors previously used in Kaufmann’'s store, Pittsburgh. Reflectors 
in all windows are equipped with No. 66 X-Ray Color-Ray for color lighting effects. 


An Attractive Window Display Lighted 


with 
X Ray Reflectors 
|. Tells its values clearly 2. Creates a reputation for the store 


| — i ae ae — 2  -N—e e = — 2 oe oe 
3. It SELLS (ask any merchant) 





speaks three messages: 


Sell more X-Ray Show Window Lighting. It will sell more for you! 


Use Color Lighting in Show Windows 
to emphasize a color, the quality or 
season of the display. Colored lighting 
is easy with Color-Ray. 


Spot-light the particular article in the 
show window with a spot of intense 
light. Use the No. 10307 X-Ray Win- 
dow Spotlight with 250 watt lamp. 





—S~ 


No. 66 Color-Ray can be used on Jove or Jupiter X-Ray Re- 
flector, The Red, Blue, Green and Amber color slides furnished 
with each unit are interchangeable so that any tint of color can 
be secured 


Immediate Shipments from Stock 


National X-Ray Reflector Company 
New York CHICAGO Los Angeles 
31 W. 46th St. 235 W. Jackson Blvd. 804 Security Bldg. 


Engineers in all principal cities. 
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OW I LANDED | 








Little stories of 
unusual sales ~as 


= 


told by 


Customer Sells Himself 


OME years ago I was traveling for 

a uniform cloth maker, but during 
the early part of the war I doubled 
up. As a side line I began handling a 
well-established line of electric wash- 
ing machines. 

I was working Maine territory and 
was doing my best to land a hardware 
man up in the twin ‘city, Lewiston. 
He sold electric flatirons and most of 
the other smaller electric appliances, 
but wouldn’t take a flyer on the big 
things. In the course of eleven months 
I struck him ten times unsuccessfully. 

As I calculated, his locality was a 
good one for retailing washers, so I 
determined to keep at him hammer and 
tongs. His store was situated in what 
was locally called the slums; however, 
this is not to be confused with what is 
known as the slums of a big city. 

One day I entered his store more 
bent on catching him than ever before. 
But he was prepared for me. “‘What’s 
the use,” he yelled, “of you coming 
here to waste your time and mine, too? 
You can’t get what I have, and I don’t 
want what you've got.” 

That was blunt enough, but I had 
my windshield on and was charged up 
with enough vocal gasoline, so I set 
sail. An hour and a half later we were 
still at it, and both hot under the col- 
lar. We had touched on almost every 
topic, from religion to politics, in our 
super-heated conversation. 

“Why, let me tell you,” I said, wax- 
ing a little bitter, “if you had a store 
in the richer part of the town, where 
the big people live, you would have to 
handle electric clothes washers.” 

“Why?” he roared, jabbing me in 
the ribs vigorously. 

I was struck for an immediate an- 
swer. What I meant was that the bet- 
ter class people would know what was 
what. In other words, I was thinking 
not of clothes washers, but of every 
other thing in general. Nevertheless, I 
had to answer his question. 

“Because,” I ventured, “up in the 
rich section the people know what’s 





salesmen. 


good.” It was a weak point, and I 
knew it. 

He started laughing, much to my 
aggravation. When he regained his 
composure, he said: “Why, young fel- 
low, the rich people’s washing is done 
right down here in this section.” 

It was my turn to laugh. I saw the 
incongruity of my statement. I felt 
defeated and was going to make a get- 
away, feeling as small as a peanut, 
when suddenly a thought came to me, 
I pushed my closed fist into his big 
side. “Reagan,” I said, with great em- 
phasis considering the bull I had made, 
“that’s exactly the point I wish to get 
over. This is just the section where 
clothes washers are needed.” 

He was beaten—indirectly by him- 
self. After that visit he changed, and 
eventually I got a good-sized order 


from him. Epaar Branpon. 


* * * 


Feminine Aid 
HAD been shown into the private 
office, and there sat a good-looking 
young lady. It was more or less em- 
barrassing to sit mutely gazing at one 
another, so I gathered up what nerve 
I had and suggested that “she might 
be the general manager’s daughter.” 
She chested up, showed two avenues 
of pearly white teeth, and advised me 
that “she was there to sell a comptom- 
eter.” 
When the G. M. strode in we were 
still conversing, and he interrupted by 





“Showed Two Rows of Pearly Teeth.”’ 


saying: “Good morning; are you two 
acquainted?” Before I could reply the 
little saleslady said: “No, we are not; 
but this gentleman had an idea I was 
your daughter, parked here to touch 




















you for a check, and was going out to 
give me a chance.” 

A grand laugh followed. I tock the 
hint and withdrew. The idea of his 


‘having such a beauty for a daughter 


sold the machine for her, and put him 
in such grand good humor it was easy 
for me to drill back and convince him 
he needed more vacuum cleaners. 

I wanted to treat the young lady to 
a good dinner and tell her how her wit 
had helped me get a good order, but 
my efforts to find her were futile, and 
I had to content myself with the order. 

D. P. WitxiaMs. 


* * 


The Other Fellow’s Hobby 
“ OOD morning, Mr. Jackson; 

how are you this morning?” 

“Sleepy, Thompson; spent last night 
in my favorite dissipation—chess. 
Pretty wild? One of the boys who 
plays it dropped in yesterday, and I 
made the most of my chance. Hard to 
find enough players around here to 
satisfy me. Last game took two hours. 
It was this way: I had all of his 
pawns and all of his pieces except the 
king, and all I had left was my king 
and the bishops. I couldn’t keep him 
in check, and it began to look like a 
draw, but finally I got my king into 
action and cornered him. Know how I 
did it?” 

“Er—not exactly,” admitted Thomp- 
son, who did not know a knight from 
a rook. “Just dropped in to show you 
a line of heaters we have taken on this 
year. Here’s a—” 

“Easiest thing in the world when 
you know the trick. It can be done in 
six moves. First, you—Say, maybe 
you don’t know the game?” 

“Never played a game of chess in 
my life. Too busy. But this heater, 
now; it sells—” 

“Sorry, Thompson, but I’m off the 
heaters this year; got stung enough 
last winter. There goes my phone. 
Don’t need anything today anyhow.” 

The next day Thompson met an old- 
timer with a reputation for selling the 
hardest buyers in the state—a man 


* 
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KatitshoK Safety Entrance 





List Price $7.50 cach. Dealers’ 
price $3.50 each in standard 
package of 10 in. two-wire, 
two or three-pole, two circuit 
either open or closed type. 











Time is money to both the jobber’s 
salesman and contractor-dealer. Don’t 
waste time by selling and assembling the 
10 separate items that comprise the old 
style entrance. [atitshOK safety entrance 
is the modern way. 


KattshoK unit, safety entrance meets 
every demand of safety, durability, sim- 
plicity, appearance, efficiency and com- 
pactness of installation. Every Kantshok 
safety entrance installed means real safe- 
ty, a first class job and a saving of time. 


And there is a good profit in Kartshok 
safety entrance for both jobber and 
dealer. The ready market for Kantshok 
waiting to be supplied by progressive and 
aggressive jobbers and contractor-dealers, 
and the certain building boom this spring 
renders it exceedingly advantageous to 
stock and push this mode r 


Jobbers’ salesmen should get together with 
their sales managers and dealers on the profit- 


able, 10-sales-in-one, KatitshoK safety entrance 
right now when the time is ripe. Here is an 
opportunity to 


[Sell’Em Something More] 


for you make 10 sales every time you write an 


order for a KatitshoK safety entrance. 








The Lewis Electric Co. 


Minerva, Ohio 


TEN ORDERS IN ONE 


on every sale of 


KantshoKk 
SAFETY ENTRANCE 


Every time you make the sale of a 
KantshoK safety entrance you sell the 
following bill of supplies which makes up 
ninety per cent of the present type of in- 
stallations: 


1 Inclosed Switch Wire 


2 Cutouts Conduit Fittings 
2 Locknuts Cutout box 

2 Bushings 8 Screws and 4 
1 Piece Conduit Stove Bolts 


Ground Strap 


Each Karitshok 


cludes: 


Safety Switch 

Two Circuit Cutout 
Meter Protection 
Meter Testing Device 
Necessary Connections 


safety entrance in- 


Current carrying parts entirely in- 
closed. There's no comparison! 





We operate under a jobbers’ policy which is 
everything that the electrical supply jobber 
would have it be, Ask our new sales manager, 
E, A. Printz. He can tell you! 
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who had been able to ‘‘get under the 
skin’* of P. A.’s whose eccentricities 
had made other salesmen give up in 
disgust. 

“Why is it,” 
“that I can’t get more nearly my share 


Thompson enquired, 


of business from such men as Jackson? 
No credit tangles; I work hard; I 
know the line as well as anybody, and 
furthermore, I’m going big with most 
of the outfits on my list. How come?” 

“Salesmanship,” answered the old- 
definitions as 
it’s 
you 

of 


chatter, but my belief is that it is not 


timer, “has as many 
Some 
that 


about a 


there are salesmen. say 


knowing your line puts 


across; others talk ‘line 
so much knowing a line, but more a 
matter of knowing a side-line that 
Take a little tip 
from father; nothing else matters if 


beosts the volume. 


‘you know the buyer’s line—his own, 
personal, private line—the thing he 
knows and likes aside from business. 
Write this in red ink on your pill-case: 
‘Learn the other fellow’s hobby—and 
ride it yourself!’ Ever tell you what 
gave me a start when I was a cub?” 
‘““Salesmen come and sell me and 
write the big orders, explained my 
first big customer, ‘and other salesmen 
come and ask about business and go 
away, and their houses send me no in- 
voices. It’s survival of the fittest, just 
as it has always been with life on this 
Take the Neanderthal men, 


for instance; because they discovered 


planet. 


how to make fire some three and one- 
half millions of years ago, man has 
survived where— 

“ “Pardon me,’ I interrupted. I had 
and I 
didn’t want to see him remain in error. 


once studied anthropology, 
‘Isn't your memory on a vacation this 
morning? In the first place, old Nean- 
derthal didn’t live in the period you 
name; in the second, he didn’t discover 
how to make fire, but copied another 
race; besides, his race is extinct, and 
furthermore, man would have survived 
even without the aid of fire.’ 

“Oh, what a beautiful argument en- 
sued! And, oh! what beautiful orders 
I took from that fellow thereafter! I 
learned that buyer’s hobby—and I 
rode it right through his want book. 
Sometimes it’s baseball; it might be 


calisthenics or automobiles or babies; 
it might be anything from home-build- 
ing to home-brew. No matter what it 
is, if you want to bring home the well- 
known bacon throw a saddle on his 
pet hobby and ride him, cowboy !” 

later Jim Thompson 
called on Bill Jackson, sans samples, 


Two weeks 
sans catalogue, sans price-book. 
“Good morning, Mr. Jackson. How 
are you this morning?” 
“O. K., Thompson, but lazy. Part- 
ner’s been away, and we've been pret- 


ty busy. Now that he’s back and I 


Their Favorite Dissipation 
have a chance to relax, I don’t know 
what to do with myself.” 

“Almost lunch-time—er—Bill. What 
say we leave now, get a bite to eat and 
then try a little chess? It’s my—my 
favorite dissipation, but I don’t find 
many who play it. Learned a new 
trick the other day; I’ll show you how 
to trim a man in three moves.” 

“Attaboy—Jim! Wait till I get my 
hat. Before I forget, write me up for 
the maximum on heaters, will you? 
Cold weather made—say, in three 
moves, did you say?” 

Dinty Moore. 
* * * 


A Case of Mistaken Identity 
G ETTING anything like an order 
the G— Manufacturing 
Co. was as difficult as it was profitable, 


from 


and our sales manager tipped me off 
that my. first combat with the Iowa 
territory for appliance sales started 
off with a visit to Gray, the G— com- 
pany’s purchasing agent. 

How I managed, or, to be more 
happened to Mr. 
Gray makes the point of my story. It 
was my first attempt at a sizable 
order and naturally I did not possess 
my customary serenity. Hopefully I 
entered the G— offices that morning 
and handed my card to the guardian 
While that voung 


exact, interview 


of the outer portal. 


man was in transit with my card, out 
of the Gray sanctum stepped Gray 
himself, apparently bent on explain- 
ing to the cashier that January was 
a long month, and that he’d like a 
couple of dollars to tide him over until 
the next pay day. 

Gray happened to look over toward 
where I was standing, blossomed out 
with the broadest smile I ever saw, ad- 
vanced and shook my hand furiously. 
“Brad, ol’ kid,” he burst out, and then 
faltered when I lifted my hat off my 
brow. I was completely overwhelmed 
with the welcome and tried to explain 
that my name was Murphy and that I 
wanted to sell him some supplies. His 
smile cooled off slightly as he con- 
veyed me into his office and explained 
that I resembled a very close friend 
of his of school boy days, and only 
when he saw me remove my hat did he 
discover that I was a. blonde. 

After he had ceased discussing how 
I resembled and differed from 
friend, George Bradley, I got my 
chance to talk appliances, and I came 
away with a much better order than 


had allowed I'd 


his 


the sales manager 


get. 
E. E. Mortarity. 


e * 


A Lesson in 


* 
al i 
Salesmanship 
The writer in passing a prominent 
downtown corner one sunny afternoon 


“You can look at 
one of those papers, but don’t muss 
‘em up.” The remark was made by a 
newspaper to 
friend, who had the appearance of be- 
ing out of a job and wanted to scan 
the want ads. 

The news vender had his daily pa- 
pers all nicely arranged, and his only 
request of his friend was: “Don’t muss 
‘em up.” The point brought home to 
the writer was that the wares you are 
selling must be kept in an attractive 
condition, matter how or 
large your wares may be. 

Stop and think if the ordinary 
news vender sees the advantage of this 
little thing, which means big things 
in his sales, what does it mean to the 
average electrical dealer! 

Keep your wares tidy and “Don't 
Muss ’Em Up.” 


GreorGceE E., 


heard the remark: 


vender an apparent 


no small 


WHARTON. 





Jobbing trade. 


E 


in cash will be paid for stories of sales made under difficulties in the electrical 
Real, live stories giving some angle of the selling game will 
register in this department. ‘Tell ’°em “How You Landed the Order. 
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HERP’S a profit on the sale of 

the fan—another on making the instal!lation—and still another on the nec- 
essary supplies — pyramided profits which interlock with my stock investment, 
labor and capital turnover. 


Ilg Fans are backed by national advertising—that makes them easy 
to sell to the manifold neighborhood markets right around my corner in homes, 
stores, restaurants, offices, theatres, hotels, factories, etc. And the Ilg Window 
Display Stand is a real innovation — a regular Junior Salesman that actually 
pulls business. 

Every electrical dealer should have a copy of ILG Tell Tales — a big 


book of useful hints and helps— profusely illustrated — a storehouse of 
timely tips on where and how to sell Ilg Fans. Write for a copy today. 


—< bd ; — : 
% PULL ALLone sr OFFICES - STORES - FACTORIES - 
oy AE - PUBLIC BUILDINGS - RESTAURANTS - THEATRES - HOUSES - ETC 


ie 


G ELECTRIC VENTILATING CO., 2860 North Crawford Ave., CHICAGO 
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ertinent Sales Facts and 


3S. 
, 


m= 2: 
me \ 


Milan R. Bump, president of the 
National Electric Light Association, 
is authority for the statement that 

electric light and 
Big Business companies 


Ahead 


power 
will need to spend 
for equipment $1,- 
000,000,000 a year for the next five 
years in order to take care of the 
increasing demand for electric service. 
He also estimates that the amount of 
business in electrical equipment, house 
wiring and appliances will exceed that 
amount during the same period. 

* * * 


It is easier to get a factory ex- 
ecutive to agree that good lighting 
is a good investment than it is to 
persuade him that 
his own lighting is 
not all that it 
should be. The 
value of the foot-candle meter is that 
it’ does the persuading. 

A table of classified intensities 
forms part of the printed matter 
which is furnished with a meter. The 
prospect should take readings in his 
plant, and then compare them with 
the readings that he ought to have. 
He is more than half sold on better 
illumination when he is convinced 
that his own lighting system is in- 
adequate. 


Measure Good 
Lighting 


* * * 


Speaking of the relation of our ex- 
ports to permanent prosperity, E. A. 
S. Clark, president of the Consoli- 

dated Steel Corp., 
recently said that 
the prosperity of 
any people at any 
upon the ability of 
and industrial 
producers to sell all they produce. 
Only when they can dispose of 
their products at a profit can they 
work at full capacity and give well- 
paid employment to a full number of 
hands. 

This, of course, is merely another 
form of words for the old axiom that 
the success of any business is a matter 
of profit. Unless the business of any 


Prosperity 
and Foreign 
Trade 


time depends 


its agricultural its 


Figures 


rae 





country can operate at a profit it will 
not be operated at all, and everybody 
knows that stagnation means distress 
and often disaster. 

But business—any 
not be profitable if there is any sub- 
stantial element of its production re- 
maining unsold. In every line of 
production there is an element, roughly 
estimated at the last 20 per cent, the 
sale of which is essential to the profit 
of the whole operation. But it is the 
sale of the last 20 per cent which bears 
this vital relation to the success of the 
enterprise, not the first, or the second 
or the fourth. Profit is always last. 
Cost of material and expense of op- 
eration come first, and it is what is 
left makes the profit. 

The foreign trade of the United 
States is now in the position of that 
last 20 per cent in relation to indus- 


business—will 


try as a whole. In other words, it is 











Like most brothers C. D. Frederick 
(left) and N. C. Schroeder (right), both 
of the Electric Appliance Co., New Or- 
leans, La., can be friendly when there’s 
company around, but at other times C. D. 
(Clever Duck) and N. C. (New Code) are 
scrapping for the top position on the 
Electric Appliance sales force. At their 
present rate of speed they'll probably tie 
for first place. ' 


the national dividend payer, and 
every one is vitally interested in the 
question of whether or not it shall be 
successful. 

It is not the mere proportion which 
foreign trade bears to the whole com- 
merce of the country which gives it 
this important relationship. Our for- 
eign trade may be 15 per cent of 
the total, it may be 10 per cent or it 
may be even less. It is extremely 
difficult, if not impossible, to arrive 
at an exact measure of the propor- 
tion between foreign and domestic 
trade. But because it is undeniably 
true that prosperity is a matter of 
profits rather than of gross volume 
of trade, and that profits depend upon 
price levels, many of which are de- 
termined for our products in inter- 
national markets, the relationship 
which our foreign trade bears to our 
general welfare is materially great- 
er than the mere proportion which 
it bears to our total trade. 

* * * 

Reliable estimates place the short- 
age of houses in the United States at 
more than 1,250,000. This estimate, 
it is believed, is 
rather conserva- 
tive, but even with 
that shortage, it 
means that not less than 4,000,000 
people in this country are inade- 
quately housed. 

According to official records and 
conservative ‘estimates, there were 
built under normal conditions in this 
country previous to the outbreak of 
the world war between 350,000 and 
400,000 family dwellings, including 
apartment houses, each year. It is 
well remembered that during the four 
years of the war the construction 
operations in the United States were 
almost wholly restricted to industrial 
and commercial building. 

Ever since the close of the war, and © 
at least up to the present time, this 
shortage has been permitted to in- 
crease. It is estimated that in 1919 
only about 70,000 dwellings were con- 


Shortage 
of Houses 


‘structed, while in 1921 the number 


possibly was slightly less. 
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ME, 


THE 





LITE 


NATIONAL DESK LAMP 





When Coaching Your Dealers 
* & 
By Word of Mouth 
* . 
To Sell Their Trade 
* % # 
Something More 
* & # 
Remember to Suggest 
* & * 
That an Emeralite 
* & 
Is the Easiest Thing 
* 8 
In the World to Sell 
* & 


If They Will Only 


8734 E. W. 





Junior Adj. Lamp 


Display It Prominently 
* & 

And Consistently Point Out 
* & * 

To Their Customers 
* & # 

Its Perfection 
ee 

In Light-Giving Quality 
* & 

And Artistic Appearance. 
* © # 

There Should Be 
* & * 

One or More 
* & 





In Every Home. 





Well Made—Well Advertised—Well Liked 


Emeralites are Easy to Sell and Stay Sold 
H. G. McFADDIN & COMPANY 


37 WARREN STREET 


NEW YORK, N. Y. 
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PERTINENT SALES FACTS AND FIGURES 





The information given on this 
page relates to no single manu- | 
facturer’s products, and no pref- | 
erence is intended, the purpose | 
being to furnish general sales 
data of use to jobbers’ salesmen. 





What are the basic principles of 


radio communication or ‘“‘wire- 
less ?”’ 


Radio or ‘‘wireless” is a method of 


electrical communication by means of 


electromagnetic or Hertzian waves. 


These waves or radiations travel 


through space at the speed of light, 
but differ from light in being of far 
wave and having a 


greater length 


much lower frequency. The frequen- 
cies of radio 
18,000 and 3,000,000 cycles per sec- 
Radio 


three 


waves range between 
consists 
of 


and 


communication 


(1) 


(coded 


ond. 
of 
telegraph 


stages: Conversion 


signals dots 


of 


(speech, music or other sounds) into 


dashes) or telephone — signals 


alternating currents of the frequen- 
(2) 


currents 


cies mentioned; radiation of the 


energy of these into space 
in the form of electromagnetic waves ; 
(3) absorption of a small part of this 
electromagnetic energy and its con- 
version and amplification into electric 
telegraph 

At the 


transmitting station the power sent 


currents reproducing the 


signals or telephone sounds. 


out at the autenna ranges from a few 
watts to 5 kw., depending on_ the dis- 
tance to which the signals are to be 
radiated; at the receiving station the 
power absorbed at the autenna is only 
a few millionths of a watt. 
* * #* 

What are the general classes of 
receiving sets? 

Apparatus for of 


or telephone 


the 
‘either radio telegraph 


_ 
reception 

signals may be divided into two dis- 
‘tinct classes, depending upon the na- 
‘ture of the energy waves radiated by 
These 


the transmitting station. are 


known as damped waves and un- 


.damped waves. The apparatus used 
‘for receiving radio telephone speech 
/or music may be the same as that for 
idamped-wave telegraph signals. 
* * * 

Of what does a damped-wave re- 
ceiving set consist ? 

A damped-wave receiving set must 
contain equipment which may be ad- 
‘justed so that the receiving apparatus 
: will be sensitive to or respond to the 
‘particular wave length of the incom- 
-ing energy absorbed by the antenna. 
j This process of adjustment is called 
and is accomplished 


“tuning,” by 


Data Sheet on 


Radio Receiving Sets 


turning a knob connected to an ad- 
justable condenser or inductance coil, 
or both. When the circuit is properly 
tuned the incoming signals are applied 
to a detector which so modifies them 
that they will actuate a telephone re- 
ceiver or loud-speaking device. This 
detector may be of the crystal type or 
may consist of what is called an elec- 
vacuum) tube. Some re- 


tron (or 


ceiving sets are designed so that very 


Typical Form of Radio Receiving Set. 


be 


means of an additional 


weak signals may amplified by 
This increases the range of the set, or 
the distance from which signals may 
be received. 
* * x 

How does an undamped-wave 
receiving set differ from 
damped type? 

An undamped-wave 
must contain some means of breaking 


receiving set 
up the undamped energy into groups 
of waves that follow each other slow- 
ly enough so that they are audible in 
the telephone This is 
usually accomplished by generating a 
high-frequency current that will in- 
terfere with the incoming current, this 


receiver. 


interference producing audible sounds 
in the receiver. The high-frequency 
current is produced by means of an 
electron tube and the circuit must be 
tuned to suit the incoming signals, just 
‘as with the damped-wave sets. This 
method of known 
heterodyne, regenerative or feed-back 


receiving is as 
reception. 
* * * 

What are these receiving sets 
used for? 

Within the last few months there 
has been a very decided increase in 
the amount of material sent out by 
radio which is of interest to amateurs 


and the public generally. Several 


electron tube. . 


the 


_ In this department an effort 
is made to give to jobbers’ sales- 
men a summary of yeneral in- 
formation about different staple 
lines of electrical material. Tear 
out this sheet and save it. 





been 
of the 
country and the material sent out in- 


have 
sections 


stations 
various 


broadcasting 
opened in 
cludes grand opera, other vocal and 
instrumental music, vaudeville sketch- 
es, interesting children’s stories, mar- 
ket stock reports, sporting 
topics, weather bulletins and _ late 
Thousands of amateurs daily 
listen to these interesting programs. 


and 
news, 


By a rather modest expenditure peo- 
ple in all walks of life, from young 
boys to bank presidents, are now buy- 
ing, using and enjoying radio receiv- 
ing sets. 

* * % 

Is any additional equipment nec- 
essary ? 

If the receiving set is of the crystal 
detector type, which is the least ex- 
pensive, it needs only to be connected 
to the antenna and ground. This type 
of set is suitable in general for short 
distances only. Receiving sets 
equipped with electron tube detectors 
and amplifiers are much more satisfac- 
tory than the crystal sets, if the dis- 
tances through which the signals are 
transmitted are great. Sets of this 
character are more expensive and also 
require the use of a small battery. 
The latter is used to supply current to 
heat the filament in the electron tubes. 

* * * 


What wave lengths are used? 

In speaking of wave lengths in 
radio communication, the term is used 
to refer to the distance between waves 
which are radiated from the sending 
station. 
(one meter equals 39.37 inches) and a 
wave length of 600 meters means that 
when one wave is intercepted at the 


This is measured in meters 


receiving antenna, the next wave is 
600 meters away. The time interval 
between the two is extremely small, 
however, as the distance traveled by 
second is 186,000 
Amateurs having sending sta- 
tions are restricted by law to the use 
of wave lengths under 200 meters. 
Much of the radio broadcasting is by 
means of 360-meter waves. Commer- 
cial work is generally carried on by 
the use of longer wave lengths, 600 
meters being quite common, but some 
of the more powerful stations use still 
longer waves, ranging even to 17,000 
or to 20,000 meters. 


one wave in one 


miles. 
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Lighs ing of Store Interiors 


Essentia (S Sito Assist Jobbers’ Salesmen in Effecting the offLamps 
Go 0 and Lighting Equipment for Stores 
0 


By W. E. UNDERWOOD eS n 
T= standard intensity 1s 10 foot cana’ gh¥ing units is very 


Che cost of installing better li 
CLE taitorm intensity is desirable, but it is no tall because only a change of units and lamps is 
requirement as long as the var ation 1s no‘@pusually involved. 
incomturtable to the eye. Lighted units should b Window lighting and store exterior lighting can 
brighter than the balance of the store, but should no be sold simultaneously with store interior lighting. 
be glaringly bright. 


Frequently it is advisable to make better window 
Units and Lamps 


lighting the sales “‘leader.” 
The most satisfactory lighting unit is the totally 


The contractor-dealer can use his own store, if 
— yroperly lighted, as an example and can bring other 
inclosing glass or glass and metal T dust- proof ty type. ind geile e 7 ain - 
merchants to view it. 
Spacing should not greatly exceed 10 feet. Proper 
lamps are 200-watt type C lamps or 300-watt 


Demonstration } . 
daylight lamps. j 
R 



































Concentrate your selling effort on one type of unit. 
Daylight lamps may be, used to best advantage rv [jf Carry a demonstration sam mple on your sales s_ calls; 
many but not in all stores. They are especially ad 


equipped with a 300-watt lamp, flexible cord and plug. 
visable where the approach to daylight color is desir- Have your costs and prices all figured out, so that 
able or where stores have but little natural daylight there need be no delay in making quotations to the 
This illumination blends well with actual daylight 


»yrospect. 
Wide stores should have an extra row of units nea 
wall shelves or cabinets. Showcases may be lighte 
with showcase lamps in proper reflectors. 
Reasonably good illumination is obtainab!e in m@ 
stores merely by replacing old units with proper nf 
units and lamps. 





Other Sales Aids 


The foot-candle meter is of great help in con-— 
incing the merchant that his present lighting is not 
) par with the accepted standard. < 
94 wail campaign of three or more mailings is 
= in paving the the v way for y for personal calls. Such 


Sate, Palatecs hing cuts down sales resistance and makes 


Large stores, such as leading department s 
are usually quite well lighted or have been fre © 
ay 

approached on the subject. Species 
as haberdashers, hat stores, br g 
candy shops, florists, shoe stores, 


me waup calls more fruitful. 
~~ | installations of one or two units sometimes 
when the merchant or store owner is 


Dont’s 

p.ll on Saturday. Don’t call around the first 
fnth. Don’t interrupt the merchant when he 
mg a sale or hold him in conversation if a 
Choose prospects carefully by making a survey mumer is waiting to buy. 


a list of poorly lighted stores, especially those on busy Don’t become discouraged if the merchant gives 
streets, Address sales calls and advertising to “to the you a hard luck story—it’s his usual alibi to anyone 














etc., aif 
prospects. Grocery stores, meat markets, 
stores, drug stores, etc., are not as good pr 
specialty shops. 





merchant or owne -r. Dont waste time on subord- whe is trying to sell him something. He just has to 
nates. “The angle of approach depends upon whether get it off his chest before he is in a proper frame of 
the merchant owns or rents his store. mind to consider buying. 

Better lighting pays the merchant by attracting Don't talk price until you have sold the idea that 
and holding trade and by making sales faster. The better illumination isa a good investment. 
value to the store Owner is that better light ng mak s “Don't offer to make a trial installation as long as 
the store easier to rent and in greater demand amony_ tiere is a chance of selling the merchant without 
desirable tenants. this added sales expense. 













Tea this pafe and put it in you, hi e will 
appea loth. sive codeysed 3 a, such 
as fadtS ome ; popular types of lamps, lamp age : — 








Ce Hae catia wi eens “a 2 store wind woo 


a 
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Construction Projects An- 

nounced on Pacific Coast 

Indications of construction  ac- 
tivities to be made on the Pacific 
Coast are given in the recent an- 
nouncement of the budget appropria- 
tions of the Southern California Edi- 
son Co., which call for an expenditure 
of $22,500,000 for water-power de- 
velopment and extensions to trans- 
mission and distribution systems. In- 
cluded in this are plans for the erec- 
tion of the world’s record long-dis- 
tance high-tension transmission line-— 
240 miles long at 220,000 volts. The 
total expenditure will include $10,- 
950,000 for water-power development, 
$3,333,000 for 220-volt transmission 
lines, $8,125,000 for improvements 
and extensions to distribution lines 
and substations, and $125,000 for 
subsidiary companies. 

The building of 110-mile transmis- 
sion line into the Stratford, Ephrata 
and Moses Lake districts west of Spo- 
kane at a cost of $250,000 has been 
announced by the Washington Water 
Power Co., of Spokane, and approxi- 
mately $200,000 will be spent by the 
Idaho Power Co. to complete the 
Mountain Home-Featherville trans- 
mission line and erect a new substa- 
tion in Boise. 

* * * 
Lighting Fixture Dealers Elect 
Officers 


During the convention of the Light- 
ing Fixture Dealers’ Society of Amer- 
ica, which was held at the Milwaukee 
Lighting Fixture Market, the follow- 
ing officers were elected: President, 
Charles E. Scott, Detroit Mantel & 
Tile Co., Detroit; vice-president, R. 
D. Paxson, Sterling & Welch Co., 
Cleveland; treasurer, H. I. Sackett, 
president and general manager of the 
H. I. Sackett Electric Co., Buffalo, 
and secretary, J. L. Wolf, Electrical 
League, Cleveland. Directors, W. L. 
Collins, Pittsburgh; W. A. Hadler, 
Buffalo; J. A. A. Hamilton, Cleve- 
land; C. J. Netting, Detroit; A. 
W. Spencer, Boston; George Small, 
New Orleans; H. H. Cartwright, 





Fresno, Cal.; J. E. English, Portland, 
Ore., and W. E. Thompson, Indiana- 
polis. 

Charles E. Scott, C. J. Netting and 
H. I. Sackett were elected to represent 
the society on the joint conference 
committee, of which Mr. Sackett was 
also elected secretary. 

* * * 


Big Radio Station for China 


Negotiations between the Chinese 
government and the Federal Tele- 
graph Co. have been completed 
whereby China will have within the 
next two years a complete network of 
radio communication facilities which 
will include one station as large as 
any at present in existence. The con- 
tract covers the erection of five radio 
stations, the first to be built in Shang- 
hai. This station will consist of six 
towers each 1,006 ft. in height. The 





Aims of the S. E. D. 


ROM its inception the founders 
F of the Society for Electrical De- 

velopment recognized the fact that 
the spirit and function of co-operation 
could not be carried out nor com- 
pleted unless the public was included. 
In this respect the leaders of the 
electrical industry were ahead of 
every other industry in taking into 
account the importance and necessity 
of including in their organization work 
the recognition of the rights and in- 
terest of the public and inviting its 
confidence. 

The vast importance of this work 
cannot be overstated. No one sec- 
tional interest could do this. No 
single business or manufacturing 
house could do it. It is not an in- 
dividual task. 

It is the industry as a whole, speak- 
ing directly to the interested public 
through a staff of trained experts 
whose sole thought and desire is to 
keep before the public the fact that 

“Do It Electrically” 

is the sound, economic and practical 
way to get the best out of every-day 
life, whether it be in office, factory, 
shop or home. To this end it works 
unselfishly for the entire industry, and 
is entitled to the support and backing 
of the members of the entire industry. 
Every man engaged therein should 
consider it both an honor and privi- 
lege to be listed as a member of .the 
Society for Electrical Development. 











equipment will include two 1,000- 
watt Federal are sets and will oper- 
ate on a single-wave system. 

* * * 


Business Conditions Mend 


Business and _ industrial activity 
showed a further decline during De- 
cember and January, according to the 
“Survey of Current Business,” issued 
by the Department of Commerce. 
However, there was a continued im- 
provement in fundamental conditions, 
and a spirit of optimism prevailed in 
virtually every industry that augurs 
well for the future. It is believed in 
trade channels that as soon as the pe- 
riod of inventory and tax adjustment 
has passed there will be renewed ac- 
tivity, and this was already evidenced 
during February. 

* * # 


“Well Lighted Is Half 
Furnished” 

Above is the winning slogan select- 
ed from among 10,000 phrases sub- 
mitted in the prize contest conducted 
by the National Council of Lighting 
Fixture Manufacturers. It was origi- 
nated by Charles McMurdy, of the 
Conover-Money Co., advertising 
agents, Chicago, and while it was 
awarded first prize of $100 it has not 
yet been adopted as the official slo- 
gan. Other prize winners were: Bet- 
ter Ligthing Promotes Better Liv- 
ing’; “Decorate With Light’; 
“Hearts Are Lighter When Lights 
Are Brighter,”-and “Every Room a 
Living Room.” 


* + ** 


N. E. L. A. Convention Com- 
mittees Appointed 

Announcement has been made by 
the National Electric Light Associa- 
tion of the appointment of chairmen 
of committees on arrangements for 
the annual convention, to be held at 
Atlantic City, May 15-20. There will 
be no general convention committee 
this year. Clarence Law, New York 
Edison Co., has been appointed chair- 


man of the transportation committee; 
Glenn Trumbull, Henry L. Doherty & 
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TeXap 


Something 'Novel and New 


Your dealer can sell two devices for one out- 
let by using the Te-Cap, which is a com- 
bination of a current tap and plug cap 
combined. Show it to him. Carries T-slots 
which take blades of any standard cap. 


TeTapTen 


A quick selling assortment of ten catalog 
numbers packed in an attractive counter 
display box. 

A profitable line for’ you to sell and your 
customer to buy. 


Send for descriptive literature 


HARVEY HUBBELL 


ELECTRICAL G8) ) SPECIALTIES 


BRIDGEPORT AW) CONN, U.S.A. 


Sd 


Hubbell Te 
Slots take all 
standard caps 

















Some folks have all the luck. Here, for instance, is T. J. MeManis, advertising 
manager, Edison Lamp Works, of General Electric Co. (on left) photographed in the 
lobby of the Hotel Caracas, Caracas, Venezuela. Mac recently returned from a 
month's vacation in South America and has photographic evidence of the many de- 
lights of that sunny land. However, he couldn’t bring any of the stuff back with him 
because of the strict prohibition rules at the Port of New York. In center is Norman 
Rockwell, the noted artist and professional globe trotter, who accompanied Mr. 


Mec Manis. 





Co., chairman of the entertainment 
committee, and Walter Neumuller, 
New York Edison Co., chairman of 
the hotel committee. Hotel reserva- 
tions will be made directly with the 
hotel. 
* * 
Reorganize Manufacturers’ 


Council 


A new constitution and by-laws 
were approved by the Electrical 
Manufacturers’ Council at a meeting 
in New York City the latter part of 
January. The functions of the Coun- 
cil, which represents the Associated 
Manufacturers of Electrical Supplies, 
the Electrical Manufacturers’ Club 
and the Electric Power Club, have 


been broadened and enlarged, and in- 


stead of the old basis of representation 
through four delegates from each 
member body the three boards of 
governors, comprising a total of 35 
members, become the council. 


* * * 


To Lease Radio Broadcasting 
Service 

The American Telephone & Tele- 
graph Co. will open a wireless tele- 
phone broadcasting station in New 
York and will rent the service of 
this station in much the same way 
that it now leases long-distance tele- 
phone wires. The distributing sta- 
tion is to be equipped with the latest 
developments of the Bell system, in- 
cluding the use of electrical filters 


and new methods whereby several 


wave lengths can be sent out simul- 
taneously from the same point, so 
that the receiving station may listen 
at will to any one of several services. 

The company will provide channels 
through which any one with whom 
it makes a contract can send out his 
own program just as the company 
leases its long-distance telephone wire 
facilities for the use of newspapers, 
banks and other concerns. There tiave 
been many requests for such a service, 
not only from newspapers and enter- 


tainment agencies, but also from de- 
partment stores and a great variety 
of business houses. 

This is a new undertaking in the 
commercial use of radio telephony, and 
if there appears a real field for such 
service and it can be furnished sufh- 
ciently free from interference in the 
ether from other radio services, it 
will be followed, as circumstances 
warrant, by similar stations erected at 
important centers throughout the 
United States by the American Tele- 
phone & Telegraph Co. 


* * * 


St. Louis Show Postponed 

The electrical show which the St. 
Louis Electrical Board of Trade had 
planned to hold in March has been 
postponed until fall. Unforeseen dif- 
ficulties arose, according to an an- 
nouncement of the organization com- 
mittee, and when these had finally 
been disposed of the time had become 
too short to permit the preparation of 
an exhibit of the quality desired. 
The organization committee has been 
continued and the show will be given 
in the fall. 


* * * 


Largest Overflow Dam 
The world’s largest overflow dam 
soon will be under construction in 
Japan, with the work in the charge of 
American engineers. The giant con- 
crete structure, which will dam _ the 
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While writing this caption we had a lot of difficulty keeping away from pulling that 


old wheeze which, in this case, would go: 


“Which one is Johnston?” It’s too crude, 


and it wouldn’t be fair to Johnston. Well, anyway, the middle one is Earl C. 
Johnston, and he’s the St. Louis district representative of the Bussman Manufacturing 
Co. We're glad the animules are headed front, because we don’t think you like to be 
on the rear side of a Missouri native—let alone two of ’em. Don’t turn them around, 
Earl—we'll wait till the Fourth of July for our fireworks. 
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No. 670 Dover Electric Iron With Switch Plug—List $6.75 


The latest development in the Dover Line. Embodies a practical, efficient Switch Plug, 
an ideal combination of pull plug and feed through switch. Dover supremacy is widely ac- 
knowledged and this latest addition to this famous family of irons is only another 
example of eternal vigilance in keeping always a step in advance. Made in all stand- 
ard voltages, A. C. or D. C. It meets your every need for a licensed electric iron and will 
give the best of service to your customer. 





At the Panama Pacific Exposition—1915 a Vea No-Burn- 
Out Heating Element set up as a stove as illustrated at the 
left was attached to current all of every day during eleven 
months, a total of 3960 hours, and the element is still intact 
and efficient. A TEST EQUAL TO 25 YEARS OF 
Z ORDINARY HOUSEHOLD USE. Try this with any other 
Stove Stand electric iron you may have in stock and you will not wonder 
Feature — A No- that the Dover Iron was awarded the Gold Metal for this 
Burn-Out Test performance. 





ab 


Simplicity of 
Construction 


DOVER MANUFACTURING CO., Dover, Ohio 


EVERYTHING IN IRONS | 
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This little scene is in front of A. B. 
Brow’s store up in Saginaw, Mich. The 
washing machine impressario, E. H. Can- 
tele, specialist with C. J. Litscher Electric 
Co., Grand Rapids, is demonstrating so 
vividly and superlatively that he’s got 
Qrlo Connell’s derby registering utmost 
astonishment. However, E. H.’s words of 
wisdom got in under the said derby, and 
Orlo, who, by the way, is one of Chris’ 
J, S., is all primed up to sell a million or 
two washers to Michigan dealers. 





Sho River near Aashima, will rise 200 
ft. above the present water level and 
will be 750 ft. long. E. C. Macy, of 
Stone & Webster, Boston, is the en- 
gineer in charge of construction. He 
estimates the dam will be completed 
in two years. The plant will be 
capable of developing 60,000 hp., 
which will later be increased. 
* * * 


Hydroelectric Development in 
California 

The power companies of California 
are in the midst of an era of construc- 
tion, and itis @alculated that within 
ten years they will have added 
1,500,000 horsepower to the available 
electric energy in the state. Most of 
this increase will be brought about by 
the development of water-power re- 
source, for which the companies 
concerned have agreed to spend 
$600,000,000 during the next ten 
years. During the last two years 
300,000 horsepower has been added to 
the available electrical energy, and at 
present there is 250,000 horsepower 
under construction. Among the new 
units is the natural gas burning plant 
of the San Joaquin Light & Power 
Corp., which has a capacity of 20,000 
horsepower. The largest single de- 


velopment is the Pit River project of 
the Pacific Gas & Electric Co., which 
when completed will develop a total of 
600,000 horsepower. One unit of this 
system is at present completed, and 
two are now under construction. Their 
total capacity will be over one-tenth of 
that of the entire system. A _note- 
worthy feature of this project is the 
220,000-volt transmission line which 
is 205 miles long. The Anaconda 
Mining Co. is now manufacturing 
67,000 miles of copper wire to be 
woven into rope-lay cable of special 
design made up of seven strands of 


seven wires each. This cable will be 
, 2 ~ 


Increase in Sale of Power 
Apparatus 

The Westinghouse Electric & Manu- 
facturing Co. reports a marked in- 
crease in the sale of large power ap- 
paratus in 1922, with January sales 
of $1,500,000 in turbine-generators 
and condensers. Some of the com- 
panies purchasing this apparatus were 
Pennsylvania Edison Co., Easton, Pa; 
the Madison (Wis.) Gas & Elee- 
tric Co.; and the North Carolina 
Light & Power Co. Takata & Co., of 
Japan, have ordered another large 
turbine-generator for one of their new 
plants. Fifty steam auxiliary units 
were sold during the month for a wide 
range of applications, many of the 
purchases being for industrial plants. 

* * 
Investigate California Water 
Powers 

Water resources of the state of 
California are to be investigated this 
spring under the direction of engi- 
neers of the State Water Resources 
Committee, with a view of determin- 
ing the possibilities of further power 
and irrigation developments. The 
Sacramento valley will be surveyed 
and data secured regarding the re- 
routing of the tracks of the Southern 
Pacific railway so as to provide a site 
in the Sacramento river canyon for a 


large reservoir. 
* * * 


Contractor-Dealers to Amend 
Constitution 

Proposed “amendments to the con- 
stitution and by-laws will come up be- 
fore the annual meeting of the nation- 
al executive committee of the National 
Association of Electrical Contractors 
and Dealers, to be held in New York 
City March 13 and 14. The changes 
proposed would enable the national 


association to get into direct contact 
with members rather than having to 
work through local organizations. 

The cost data committee is propos- 
ing that the association publish a 
manual on estimating. President J. 
R. Strong and Secretary Farquson 
Johnson are making preliminary ar- 
rangements for the annual convention 
to be held in Cincinnati during the 
week of Oct. 9. 

* * * 


To License Electrical Workers 
in Virginia 

State licensing of electric light and 
power companies and all individuals 
and firms engaged in electrical op- 
eration, maintenance and installation 
where 110 volts and over is involved 
is provided for in a bill recently in- 
troduced in the Virginia State Senate. 
Under the terms of the bill there 
would be a state board of electrical 
examiners representing fire under- 
writers, city inspection departments, 
electrical engineers, electrical contrac- 


_tors and journeymen electricians. The 


board is authorized to draw up a set 
of rules and regulations which shall 


“be in conformity with the National 


Electrical” Codé*-and the National 
Electrical Safety Code. 




















J. G. (Joe) Cronin, on the left, recently 
appointed sales manager for the Tel- 
Electric Co., Houston, Tex., is just dem- 
onstrating to G. H. Miller, general man- 
ager, the old time spirit of Oklahoma City 
that he’s going to inculcate into his sales- 
men. Here are two old-time Westinghous- 
ers that everybody in Texas and Oklahoma 
knows by their first names. A combina- 
tion that’s going to be hard to beat. - 
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| Announcing the 
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Arrow Single and 
Duplex Receptacles 
With Plates 








Arrow Double T-Slot 
Convenience Outlet 


NOTHER new product of The Arrow Electric Com- 


pany with many advantages. 
1. A composition that will not chip in use or installing. 


2. Attractive appearance, polished face without screw 
holes. 


8. Restricted openings—an additional factor of safety. 
4. Shallow (1” deep). Can be used in confined spaces 
with ample room for wiring. 


~ 


5. Double contacts, instead of on one side as formerly. 
There is no advance in list prices over the commonly used 
porcelain Receptacles. 


THE ARROW ELECTRIC CO. 


HARTFORD, CONN. 











RROW 
















Arrow Duplex 
Receptacle 
Caialog No. 8212 


The complete line of Wiring Devices 
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Notes About Jobbers 


Electrical Jobbers Club Elects 
Officers 

The annual meeting of the Electri- 
cal Jobbers Club was held at the Ho- 
tel Breslin, New York City, Feb. 7, 
and the following officers were elect- 
ed for the ensuing year: President, 
G. L. Patterson, Stanley & Patterson, 
Inc.; vice-president, W. H. Vogel, W. 
R. Ostrander & Co.; treasurer, W. J. 
Kreger, New York City. 

The executive committee will con- 
sist of W. J. Kranzer, of Crannell, 
Nugent & Kranzer, Inc.; H. T. Hoch- 
hausen, Brooklyn Electrical Supply 
Co.; H. Q. Foreman, Sibley-Pitman 
Electric Corp.; L. D. Baily, Baily 
Electrical Supply Co.; G. V. Weir, 
Fullerton Electric Co., and M. Zuck- 
er, A. Shemel & Co. 

W. J. Kreger was also reappointed 
secretary, with offices at 47 West 34th 
street, New York City. 

* * * 
Get-Together Meeting at Los 
Angeles 

Nearly 150 jobbers and dealers in 
the Los Angeles district held a joint 
meeting in the assembly hall of the 
Southern California Edison Co. early 
in February. It was in the nature ci 
a get-together affair, and talks on the 
relations between jobbers and con- 
tractor-dealers were made by L. W. 
Davis, secretary of the National As- 


sociation of Contractors and Deal- 


ers; David Pence, manager of the 
lamp department, Illinois Electric 
Co., Los Angeles, and Glenn Arbo- 
gast, who spoke of the work of the 
California Electrical Co-operative 
campaign. 

* * * 


Westinghouse Agent-Jobbers 


Announcement has been made that 
the next meeting of the Westinghouse 
Agent-Jobbers’ Association will be 
held at Hot Springs Va., from May 29 
to June 3. The officers of the associa- 
tion are: A. J. Cole, president, 
Omaha; John J. Gibson, vice-presi- 
dent, East Pittsburgh, Pa.; J. E. Con- 
away, secretary, 223-225 South Front 
street, Memphis. Executive commit- 
tee, A. J. Cole, Omaha; J. C. Schmidt- 
bauer, Milwaukee; N. G. Harvey, 
Chicago; F. D. Phillips, St. Louis; 
C. S. Walker, Indianapolis; George S. 
Milner, Cleveland; John J. Gibson, 
Kast Pittsburgh; Samuel A. Chase, 
New York; J. S. Tritle, St. Louis; M. 
C. Morrow, Mansfield, Ohio; J. M. 
Robbins, East 


Curtin and Charles 


Pittsburgh. 


* * * 
Bissell Company Moves Into 
New Building 
The F. Bissell Co., Toledo, Ohio, 
jobber of electrical supplies and pow- 
er apparatus and manufacturer of the 
“Bissell” electric suction cleaner, has 

















The first thing you'll probably notice in this picture is the sign reading “Bart- 


lett’s Warehouse,” 


but if you'll look a little closer you'll notice a round enam- 


eled sign with the words “Empire Electrical Supply Co.,” meaning that this is the 


birthplace of that new company. 


The Empire Electric company now has the first 


floor but soon will occupy the entire building. It is located at Williams and Sterrett 


streets, Houston, Tex. 





For the first time since 1492, when 
Columbus crossed the ocean blue, a 
photographer (with the assistance of F. J. 
Lafferty, vice-president, A. T. Knowlson 
Co., Detroit, on the left) succeeded in 
getting “Alex” Bell of the Henry L. 
Walker Co., Detroit, to stand up before 
the camera. We tried to induce Alex to 
take off his hat, but Alex is bashful. As 
Mae Tinee in the Chicago Tribune would 
say: “You should paste this in your album.” 





recently moved from 226-30 Huron 
street to its new home at 812-22 La- 
fayette street. 

The company’s new building covers 
practically one-half of a block and 
permits it to combine all of its de- 
partments and stocks under one roof, 
with the exception of the lighting fix- 
ture studio, which is being continued 
under the original and unique plan of 
using a large residence for display 
and sales rooms. 

The concentration of stocks 
modern handling methods, which in- 
clude a completely inclosed driveway, 
loading docks and railway siding in 
the building proper, together with the 
proximity of the new location to all 
outbound freight stations, will enable 
the Bissell Co. to greatly increase its 
efficiency in serving the trade. 

* * & 
Little Now Vice-President of 
ReQua Company 

A. M. Little, recently 
made vice-president of the ReQua 
Electrical Supply Co., Inc., Roches- 
ter, N. Y., has been in the electrical 
business since 1889 and for a num- 
ber of years has been an important 
influence in the jobbing industry. Mr. 


and 


who was 
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The Black Bag~ 


What’s In It? 


Nearly 4,000 Electrical Contractors know what's in this 
Black Bag. Do your customers know? 





Many contractors tell us that for them, the bag is literally 








& full of money! ; 

| This month, the electrical trade press is carrying Wire- 
If you are not mold advertising, which will more than ever stimulate in- 
thoroughly terest in this mysterious Black Bag. 
a _ — This interest will pave the way for you to make Wiremold 
ys iaiiialions sales. Your job, now, is to tell your Contractor friends to 
Ph wil fill in the coupon on the “‘Black Bag’’ ad wherever they 

: see it! 











The American Wiremold Company 
Hartford, Connecticut 


WIREMOLD | 
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Little started with the Central Elec- 
tric Co. as an office boy, For eleven 
years he was -president of the Mo- 
hawk Electrical Supply Co., Syra- 
cuse, N. Y., and for seven years pri- 
or to that time he was salesman in 
the eastern part of the country for 
Pass & Seymour, Inc. He resigned 
from his office with the Mohawk com- 
pany in 1921 and a short while later 
became connected with the J. F. 


Buchanan Supply Co., Philadelphia, 
as manager. For a number of years 
Mr. Little has been an outstanding 
figure in the activities of the Elec- 
trical Supply Jobbers’ Association, 
serving a term as chairman of the At- 
lantic Division of the association, and 
as chairman ofthe publicity commit- 
tee he initiated the national trade 
journal publicity campaign of that or- 
ganization. 





Jobbers Discuss “Sell Em Something 
More” Campaign:- 


T HAT jobbers are vitally inter- 
ested in developing electrical 

dealers as real merchants was 
evidenced by the subjects considered 
at divisional meetings of the Electri- 
.al Supply Jobbers Association nesu 
in February. It was the concensus 
of opinion that increases in business 
will depend a great deal on the deal- 
ers as the retail outlets for electrical 
goods. At both the Central Division 
meeting, held in Chicago Feb. 27-28, 
and the Atlantic Division meeting, 
held in New York City, Feb. 28, talks 
were made on the “Sell "Em Some- 


thing More” campaign inaugurated - 


by Tue Jopper’s SALESMAN, and at 
Chicago an outline was given of the 
progress of a similar campaign in the 
automotive equipment field. 

After calling the Central Division 
meeting to order, W. R. Herstein, 
Electric Supply Co., Memphis, who 
presided, called attention to the work 
of the advertising committee and the 
tangible benefits in the way of pub- 
licity received by the jobbing indus- 
try. He said that in, addition to the 
discussion of merchandising possi- 
blities, the three outstanding features 
on the program were turnover, ex- 
pense and credits. 

Perry R. Boole, G-Q Electric Co., 
Milwaukee, gave statistics on financ- 
ing automobiles for salesmen, and out- 
lined the method used by his company. 
Frederick P. Vose, general secretary, 
Electrical Credit Association, _ re- 
viewed general business conditions, 
referring particularly to credits. He 
said that while credit conditions and 
the number of business failures did 
not give encouragement during the 
latter part of 1921, there has been a 
turn for the better since the first of 
the year and that he expected to see 
an acceleration of business in the 


spring. 


Ray W. Sherman, merchandising 
directdr of the Automotive Equipment 
Association, gave an account of th 
retail sales campaign started by t* 
association last summer, the principal 
features of which were presented in 
an article in the February issue of 
Tue Jopper’s SALESMAN by Mr. Sher- 
man. This was followed by a show- 
ing of a two-reel film, “Ask ’Em to 
Buy,” which was prepared by the as- 
sociation to show garage dealers how 
they can get business by simply ask- 
ing car owners to buy needed equip- 
ment. 

To show that much the same results 
could be accomplished in the elec- 
trical field, Howard Ehrlich, editorial 
director of THe JopBer’s SALESMAN, 
explained the purpose and outlined 
the progress of the campaign built 
up around the slogan, “Sell ‘Em 
Something More.” The 50 jobbers 
who were in attendance showed their 
interest in the possibilities of the 
campaign, and then listened to a 
representative of the Rothaker Film 
Co., who read a suggested scenario 
for a film entitled, “Sell "Em Some- 
thing More,” the preparation of which 
was referred to the executive com- 
mittee. , 

At the executive session there was a 
paper on “Turnover,” by Frank D. 
Van Winkle, Post-Glover Electric Co., 
and a general discussion on the reduc- 
tion of operating expenses. 

The Atlantic Division meeting was 
called to order by George L. Patter- 
son, of Stanley & Patterson, about 50 
jobber members being present. Harry 
C. Spillman spoke on “Adjusting 
Ourselves to a New Business Era,” 


stating that in the jobbing trade the - 


most important thing was to make 
sales representatives as good as the 
products they had to sell. Selling has 
become solely a problem of intellect. 


He was followed by Thomas F. 
Chantler, eastern editor of Tue Jos- 
BER’S SALESMAN, who told of the pos- 
sibilities and progress of the “Sell 
"Em Something More” campaign. 

An optimistic tone, which has re- 
sulted from a clarifying of the gen- 
eral business situation, marked the 
quarterly meeting of the Pacific Coast 
Division, held in Del Monte the latter 
part of January. The attendance was 
unusually large, all branches of the 
industry being represented at the 
open sessions. Robert Sibley, editor 
of the Journal of Electricity and 
Western Industry, addressed _ the 
meeting on the subject of business 
forecasting, and Eustace Cullinan, 
San Francisco, chairman of the newly 
organized Greater California League, 
which has been formed to combat the 
proposed _five-hundred-million-dollar 
California state power act, redirected 
attention to the menace which this 
act brings to the state. Charles Wig- 
gins, manager of the electrical depart- 
ment of Dunham, Carrigan & Hayden, 
San Francisco, was elected chairman 


of the division. 
* * * 


Wilson Makes Change 

In the January issue of Tur Jos- 
BER’s SALESMAN it was announced that 
Henry Wilson had joined the forces 
of the Alpha Electric Co., New York 
City. This statement hardly did him 
justice, because, as a matter of fact, 
he has become sales manager of the 
Alpha company. Prior to the recent 

















If you look real close you can see T. H. 
Brindley, vice-president and general man- 
ager of the W. A. Roosevelt Co., LaCrosse, 
Wis., slipping a little sweetened hootch to 


the bear that furnished a lot of inspired ~ 


antics in the parade during the LaCrosse 
Winter Sports Carnival in January. We 
wonder who the lady friend was that 
loaned him her Ted@¥Bear? 
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, tracting 

hechmenal ciateees whale haa visibility without 

interference from light streams or glare is abso- 

lutely essential. 

For interior mill and factory installations and for 

the lighting of industrial signs and bill boards. 

The superiority in the deugn of the Benjamin Ellipuca! Angle 

Reflector lies in the fact that it distributes the light, not only © 

the front, but to the sidés in such a manner as to build up illu- 

mination between the units, where it is otherwise 

are no dark spots. 

= rs tar tworpiece, porcelain, keyless easy-to-wire socket, 
ith Benjamin Lamp Gri ip or the locking socket and heavy X-type 

peveerpan serdar ble Sting. 

Our engineers will be glad to cooperate with you in planning the 

installauon of the Elliptical Angle ie ty 










weak—there 









Your 
Jobs are 
all around 
You! 


These are the days when the “live wires” are keep- 
ing the till tingling on special work. 

Talk improvement in industrial lighting —either 
general or special applications. 


Tie in with Benjamin advertising—then you’ re on 
the line of least resistance. 


BENJAMIN ELECTRIC MFG. CO. 


847 W. Jackson Blvd., Chicago 


247 West 17th Street 580 Howard Street 
NEW YORK SAN FRANCISCO 






Write to nearest office: 


BENJAMIN ELECTRIC MFG. CO. 
847 W. Jackson Blvd. Chicago 


ae” W. 11th Street $0 Howard Street 
New York Sen Framcisce 
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Mr. Jobber’s Salesman, 


Does this familiar “cut’’ represent 
your idea of “Up-to-Date Wiring?” 





Let’s “Hang the Crepe’ on this kind 
of a wiring job. 


What are you doing to convince Contractors, Dealers, Archi- 
tects and Owners of the economy and advantages of doing 
the job right by providing more ‘Convenience Outlets?” 


[Sell’Em Something More) 


The chandelier must be cast into the discard as a medium for 
supplying current to electrical devices. 








More Floor Outlets, Receptacles and Switch Boxes must be in- 
stalled if current consuming devices are to be used daily as 
necessities instead of ornaments or occasional luxuries. 


set 





Improved Switch Box No. 477 
Floor Some with Floor Outlet, 
Nozzle Non-Adjust- 
able. 





Did you get one of our Souvenir 
pencils with “thick lead?” 
Write for it and also for Catalog 33-J 


Stee! City C3 Glectrie Ca 


1207-1223 Columbus Avenue 
PITTSBURGH i: 32 PA. 




















change Mr. Wilson was sales manager 
of the Royal-Eastern Electrical Sup- 
ply Co., New York City, and previous 
to that was connected with the Frank 
H. Stewart Electric Co., Philadelphia. 
Rumor has it that Mr. Wilson is going 
to make another change—it’s a Phila- 
delphia girl and the date is sometime 
in April. 


* * * 


New Jobber at Denver 
The Central Electric Supply Co., 
1716 Lawrence street, Denver, has en- 
tered the jobbing business and will 
distribute at wholesale only. Ernest 
V. Beck, formerly connected with the 
Poindexter Supply Co., is manager of 


the new firm. 
* * * 


Branch House to Be Opened 
at Elmira 

The Electric Supply & Equipment 
Co., 1270 Broadway, New York, has 
made arrangements to open a branch 
at Elmira, N. Y. on April 1. A three- 
story warehouse in Church street has 
been purchased, and alterations are 
being made to fit it up for offices and 
stock rooms. 

Donald B. White, assistant sales 
manager at the Reading, Pa., branch, 
has been appointed sales manager of 








J. H. McKenna, sales manager of the 
Kimball Electric Co., New York City, says 
that “Sell "Em Something More” is good 
stuff. “I’m for it, hook, line and sinker,” 
says Mac, “and I’m passing the good word 
along to all of our salesmen so every dealer 
on our books will be cashing in on the 
idea.” Go to it, Mac; we’re for you. 
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The Plural Plug that 


Lasts a Lifetime 
Is Made of Condensite 
These Advantages Make Sales 


ERE are shown many tests you can make— 
tests which prove that HEMCO Twin-Lite 
Plugs do give better service and last longer. Try 
these tests that you may be convinced. Then show 
your customers these great advantages and how 
they may capitalize Twin-Lite life-time service. 
Think of it! HEMCO Twin-Lite Plugs will 
not break or crush and are not affected by heat or 
moisture! This is the one-piece plug. 


















Cut-away view, 
showing how it 

is moulded in 
one piece 


These are reasons why Twin-Lites mean quicker sales and 
greater profits for the retailer. They are reasons why the 
jobber’s salesman finds this plural plug the easy selling 
specialty. 

Carry a sample HEMCO Twin-ite Plug with you. Let it 
do the selling through the remarkable demonstration you can 


give. And be sure to remind your customers to send to us for 
new and effective display materials. They are free to retailers. 


GEORGE RICHARDS & CoO. 


H EMCO Dept. 16 557 W. Monroe St., Chicago, Ill. 
WIN = | J E GEORGE RICHARDS & CO. Pacific Coast Agents 
344 E. 40th Street GEO. A. GRAY CO. 





589 Mission St., San Francisco 





. HEMCO Is on Every Twin -Lite | New York City 
New England Agents 


MADE OF CONDENSITE : 
WILL LAST A LIFE TIME ee > ge 
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Get acquainted men, 


with this Trade-Mark 


pane. Electric Appliances 
sound the latest note in im- 
provements in electric irons, 
grills, toasters, percolaters and 
electrical toys—such as steam 
engines and miniature cooking 
ranges. ’ 


They are quick to sell because 
their exceptional good features 
are so obvious. They never fail 
to make good because they are 
built for service in every sense 
of the word. 


COMPLETE line 

of Empire Elec- 
tric Appliances never 
fails to arouse favor- 
able comment. Their 
prices are as attractive 
as their strong selling 
points and the satisfac- 
tory service they give 
make repeat sales a cer- 
tainty. 


_Empire 





Note the patented base. No 
rest needed with the Empire 
Iron. Extra roomy handle; 
unusually lon heater plug. 
Heat is scientifically distributed 
to edges of iron. Observe the 
long tapering point. 





Percolators are made -in<stwc 
sizes—six and 
unit is patented and 


eight-cup capacity. leat 
is removable; being 


entirely surrounded by liquid. quick per- 
colation is assured. Easily cleaned because 
there are no hinges or crevices. Insulated 


base prevents injury to table. 


Undoubt- 


edly, the greatest percolator value on the 
market today. 


Write for Price List and Illustrated Folders. 


Made only by 


EMPIRE TRANSFORMER CO. 


2000 Southport Ave. se: 


CHICAGO, ILL. 














the new house, and W. A. Griswold, of © 
the Reading sales force will be assist- 
ant sales manager. The territory 
covered will include northern Penn- 
sylvania and southern and western 
New York. J. A. Cafferty, who is 
now traveling part of this territory 
from the Scranton branch, will be 
transferred to Elmira, and additional 
salesmen will be engaged. 

The opening of the Elmira branch 
is in confirmation of the campany’s 
policy of opening one new branch 
house each year. 

* *& # 


A “Truth and Idea” Meeting 


At least once a year, and sometimes 
oftener, the Erner & Hopkins Co., 
Columbus, Ohio, gives a dinner to its 
entire organization, after which is 
held a “truth and idea” meeting. 
Every employe is given the privilege 
of getting on his feet and saying 
something, and may criticize, suggest 
or offer new ideas. All may talk as 
freely and openly as they please. 

At a recent dinner over twenty em- 
ployes gave talks. If a criticism was 
made the remedy was prescribed, and 
if a suggestion or an idea was ad- 
vanced it was given with a full un- 
derstanding of the subject. The 





“By the sea, by the sea, by the beautiful 
sea.” Way down in balmy, palmy Florida 
sojourns I. D. Schimmel, vice-president 
and sales manager of the Schimmel Elec- 
tric Supply Co., Philadelphia. Getting 
ready for a big year, we presume. Well, 
you'll have to admit that golf and surf 
are great little conditioners. 
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The Line of Least Kesistance 


Re ge ee | 
—not just a 


Tumbler” Switch 


but a complete line 


One of the ‘‘Old Reliable’ Surface Tumbler Switches 


H&H Switch 
wi ; es Single-Pole Tumbler Switches 


Double-Pole Tumbler Switches 
Three-Way Tumbler Switches 
Four-Way Tumbler Switches 
Flush Tumbler Switches 


Porcelain-Base Tumbler Switches 


New Surface Switch 


The porcelain or composition Composition-Base Tumbler Switches 


base is sturdy and will stand . 
hard knocks, yet it is compact. Shallow Tumbler Switches 


The Current carrying parts are 
thoroughly insulated from the 
mechanism and from the han- 
dle. The H. & H. switch 
handle is made of metal, hence 


eT but absolutely Write for our new Switch Booklet. 
safe. 


THE HART Go HEGEMANMFGCo. SS nen UF 
HARTFORD, CONN., U. S. A. 


2002 
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DURALECTRIC 
WATER HEATERS 


HOT WATER past 














* 
HOT WATER OUTLET 


DURALECTRIC 
WATER HEATER 
oe 


COLD WATER INLET 
<TO HEATER 


| SWITCH 


RECOMMENDED 
WATER INLET ——> | 
TO TANK ' 





Mr. Jobber’s Salesman: 

Have your contractor-dealers stocked 
DURALECTRIC HOT WATER HEAT- 
ERS in preparation for the Spring building 
boom? 

For domestic service there isn’t a better hot 
water heater made at any price. 

Adapted for both A. C. and D. C. circuits,—- 
easy to control and operate,—can be installed in 
a very short time. 

Well designed,—absolutely practical in every 
way,—sells for only $35.00 retail. 

If you are not familiar with the DURA- 
LECTRIC Heater write us today for complete 
information and discounts. 


THE DURALECTRIC CORPORATION 
E. E. PITTSBURGH, PA. 











money and time spent on the meeting 
was returned to the Erner & Hopkins 
Co. many times by the new ideas and 
suggestions brought out for the bet- 
terment of the business and the com- 
pany’s service to its customers. 

* * # 


Lawrence Co. Elects Officers 


The board of directors and stock- 
holders of the F. D. Lawrence Elec- 
tric Co., Cincinnati, Ohio, at the 
annual meeting on Feb. 6 elected the 
following officers: F. D. Lawrence, 
president; F. W. Kléin, vice-president ; 
A. S. Reichman, treasurer and general 
manager; Warren P. Sayers, secretary 
and sales manager; Edwin R. Knauft, 
assistant secretary and _ assistant 
treasurer. 

* * * 


Becomes Manufacturers Agent 


D. S. Spector, who was connected 
with the St. Paul Electric Co. as 
vice-president and general manager 
for a number of years, has resigned 
to become manufacturers’ representa- 
tive. He has opened offices at 548 
Hamm building, St. Paul, Minn. 





Two Modes of Attack 
By B. J. Munchweiler 


N salesmanship nothing is cut and 

dried. ‘Tactics which produce re- 
sults at one time fail at another. 
Various types of people must be ap- 
pealed to from different angles. No 
two salesmen have the same thought 
on one subject and by a like token 
no two prospects think along similar 
lines. 

That is what makes the pies of 
salesmanship one of the most com- 
plex problems. The productive ap- 
proach of today meets a_ rebuff 
tomorrow, and what has pleased the 
prospective customer yesterday, is 
non-productive today. 

Great strides, however, have been 
made of recent years in partially 
solving this momentous problem. 
However, we are far from a solution. 

In most of the arts, crafts or call- 
ings a novice can be explained what 
to do and how to do it, and if his 
instructions are carried out, he should 
be reasonably sure of his success, but 
no one has been able, to date, to ex- 
plain, demonstrate, illustrate or por- 
tray the acts or actions to follow 
which will result in sales. 

The man may leave on a road trip 
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A New Market for 
An Old and Tried Product 


Electrical dealers can broadcast some good news to the thousands 
of owners of wireless telephone and telegraph sets. The Tungar 





battery charger puts an end to the annoyance and expense of dees ~~~ 
taking storage batteries to a service station for charging. en 
battery at 5 amperes, one 12- 
volt ye 7 ee 
4 ; : > ¢ yne vo yattery a ° 

Connected to any alternating current lighting circuit the Tungar poe A 
charges the battery quietly, quickly and at a small cost for current. There is 2Iso a 2 amp. size 
M ‘ a whic will charge a 6-volt 
An overnight charge once or twice a month will keep the battery battery at 2 amperes, or a 
12 volt battery at 1 ampere. 


in perfect condition, lengthening its life and increasing its effi- 
ciency. An added selling point for the Tungar is that it can also 
be used for charging automobile starting and lighting batteries 
and to furnish direct current for a variety of electrical experiments. 


The Tungar will be promoted this year by extensive advertising 
in radio papers. It is dependable, easy to sell and offers a satis- 


factory profit. Ask our nearest office or distributor for further 
information. 


General@Ele ctric 


Sales Offices in 
Pe nan NY Co mM Pp an y all large cities 354-69 
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IMPLICITY 


REFILLABLE FUSES 


Since their recent introduction, 


SIMPLICITY Fuses have made 


wonderful records. 


They have 


made friends in every field, and 


money for everyone concerned. 





1, Out of the 
panel without 
a shock. 


2. Apart with 
a slight twist. 


3. Out with 
the blown 
cartridge. 


4. Refilled at 
the cost of a 
postage 
stamp. 


5. Together 
with the rat- 
ing sure to 


6. Back at 
work in 2 
seconds. 


The consumer—the man whose cir- 
cuits are now SIMPLICITY protected 
—has made very satisfying savings. 
In many cases, the savings made have 
definitely shown that in a short time, 
they would cover the cost of installa- 
tion. 


The dealer is APPROVED 
pleased —SIM- IN 


‘tions from his sales manager. 


PLICITY Fuses 
have brought 
large profits to 
his store with 
little attention. 
T he simplicity 


ALL CAPACITIES 
BY THE 
NATIONAL BOARD 
OF 
FIRE 
UNDERWRITERS 


of their 
struction has put these fuses across 
without tedious explaining and sales 
demonstrations on his part. 


con- 


The salesman is pleased—because 
his customers are. He daily finds fields 
in which he can increase his earnings 
by pushing this article. And he can 
readily give this fuse his personal en- 
dorsement—that counts! 


Cote Bros. Mfg. Corporation 


1425 First National Bank Bldg. 
CHICAGO 


Philadelphia 
Denver San Francisco 


New York 
Cleveland 


Boston 
Tampa 


~ 





full of instructions and wise sugges- 
But 
when he reaches the lair of his prey, 
unexpected conditions are encoun- 
tered, making the well meant instruc- 
tions and suggestions valueless and, 
in fact, a detriment, for the salesman 
attempts to carry them out to the 
ultimate closing of the sale. 

No better illustration can be found 
than in the following incident. 

A salesman, new to the territory, 
was instructed by the senior member 
of the firm somewhat along the fol- 
lowing lines: 

“Now, Jones, when you get to 
Blankville be sure to see Mr. Smith 
and tell him I suggest stocking up for 
the Christmas season.” 

“Upon arriving in Smithsville tell 
old man Johnson he need: not expect 
a reduction this fall.”’ 

With each town on the salesman’s 
list and upon each person to be called 
upon minute suggestions were given 
the salesman, who despite all these 
directions returned at the end of the 
week in a crestfallen manner, entered 
the office of the elder of the firm who 
hailed him with, “Well, did you have 
a good trip?” “I should say I did 
not,” replied the salesman. 

“That's funny,” said the owner of 
the business. “I thought I gave you 
such careful instructions you could 
not fail.” 

“But I did, nevertheless,” replied 
the dejected salesman. 

“Well,” continued the head of the 
house, “When you got to Blankville 
did you tell Smith what I told you?” 

“Yes,” replied the salesman. “And 
when you got to Smithsville did you 
tell old man Johnson what I said?” 
“Yes,” replied the embryo salesman. 
“TI followed your instructions to the 
letter and I told every man what you 
said and I gave every man a chance 
to reply but the darned fools didn’t 
know the answers.” 

All of which goes to prove selling 
is not a monologue. You cannot say 
this and expect your customer to say 
that. When can you make a remark 
such as will bring forth the answer 
you desire? 

The business of selling; after every- 
thing is said and done, consists of con- 
structive suggestions, one leading to 
another with ultimate results resusci- 
tated, however strong is overcome, 
prejudices swept away and_ the 
thought of possession and gain firmly 
fixed in the prospect’s mind. 
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What Difference Does 
the Cord Make? 


Indiana Rubber & Insulated Wire Co. 


CHICAGO OFFICE: 
210 So. Desplaines St. 





joe vs 


PA CW 
FUSS TEAICENSAS 





Many times a mere detail like lamp cord can make 
or mar the popularity of an appliance, just because 
it is one thing that the customer can see for himself 
and judge for himself. Possibly he has had an experi- 
ence or two with average cords. 


But good lamp cord improves the appearance of 
even the best appliances; it looks good and is good in 
service. 


PARANITE quality is guaranteed by the thirty- 
year reputation behind its name. [very foot is right 
in manufacture, appearance and wearing quality. Per- 
fection extends even to the convenient package. 


Made in silk or cotton covers and in all the usual 
colors. 


JONESBORO, INDIANA 


NEW YORK: 
The Thomas & Betts Co., 63 Vesey St. 





News 





THE JoBBER’S fA] SALESMAN 





wh rD (ODO) 
SS 


re ‘ 

5 9) Ss: “\%% eS 
‘ava ee a Se 
ON Gree wR at | 

N SSS —-- 


WN 
aS} Ea = — 


NY \\\ 
aid: 


AN 
w\\ 
ai: 


Wiz: 
WS : Ko 


= 


 . 
7 


at 
ey ode] 
é 


ANN 


- NX 
as . ‘ rt ih 
’ ‘Ve 
F 7 
. | A. 
7 
ein - : 
( a wie 
ian cee 


“From the Smar{ Cxtremes of Simplicit 
Sef he Solid bishity write i 
S omel(Uilliams /xture isAvailable, 
cach’ 7as ond by American 


RUMemen 0. 





ee a 
ew & WC 
is ie ipe [ 
A AA MINE RR 
ee is | y & ane { \ 
Siz vo Ye Skam YA \\ 


224 Fifth Ave. Washington and Jefferson 711 Mission St. 
New York Chicago San Francisco 
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UNBREAKABLE 


OK OUTLET BOXES 


FOR ARMORED CABLE and 
NON-METALLIC FLEXIBLE 





A new line 
that appeals to 
the man who 


wants a better 





job at a smal- 


CAT. NO. 10XM 


Saves labor and cable at every 


ler cost. 


outlet. 


The Box With the Giant-Clamp 


One Look and Your 
Customers Are Sold 


ONCE SOLD 


And They Are Always 
Customers 
Underwriters Approved 








Write Us for Details and Sample 


Atlantic Electric Goods Co., Inc. 


1172 Broadway, New York City 











Jobbers’ Salesmen as a 
Research Association 


By W. D. Moriarty 
Field Representative, Northwest Electri- 
cal Service Leagte 
WENTY-ONE of the largest de- 
partment stores in the United 
States have formed a retail research 
association by which the merchandis- 
ing wisdom gainéd through the experi- 
ence of each store may be passed on to 
every other store in the association. 
It is essential that these stores should 
be non-competing; that is, only one 
store in Detroit, one in Seattle, one 
in New York, etc., may belong to the 
association. This makes it ‘possible 
for each store to pass on fully and 
freely any ideas it may think helpful 
for other stores without feeling that it 
is helping a competitor. 

The advantages of this arrangement 
are obvious, but not more obvious than 
the proper function of the jobber’s 
salesman for all the stores he serves. 
Perhaps the jobber’s salesman has the 
more difficult task, however, since the 
stores he serves are not always anxious 
for new ideas and he must educate his 
customers not only with respect to the 
new idea in merchandising but with re- 
spect to desiring new ideas and carry: 
ing them out when they are given. 

The real justification for a jobber’s 
salesman after all is that he shall teach 
his customers how to merchandise s 
much more effectively that they save 
in merchandising costs more than the 
salary of the jobber’s salesman. From 
the standpoint of thé employing jobber 
it might be assumed that the sales- 
man's responsibility was to the jobber 
alone, but unless the merchants served 
by the jobber’s salesman can sell goods 
more cheaply than merchants who buy 
direct, more and more merchants wili 
find it profitable to buy direct from 
manufacturers or even primarily from 
catalogs, and the jobber’s salesman 
will find his commissions seriously re- 
duced. 

It is especially difficult for the job- 
ber’s salesman to sell to merchants who 
are expecting price reductions and who 
have already a considerable stock. on 
hand. Eventually the salesman mus* 
teach the merchant how to move tha‘ 
stock, how new stock added to old 
stock will move both the old and the 
new, and how new ideas are absolutely 
essential to get merchandising effec 
tiveness in the midst of changing pub- 
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the Flectric Tommy 
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Here are a few of the 
many places where numerous 
ironing operations cannot be 
done quickly or successfully 
without the Electric 
TOMMY IRON. 


Millinery Stores 
Department Stores 
Men’s Hat Stores 
Dress Makers 


For sheer material of all 
kinds 


Children’s and Infants’ Gar- 
ments 


For Feathers, Plumes and 
Flowers 


For Schools and Colleges 


Home Economics Depart- 
ments 


For every kind of Home use 

Ready-to-wear Stores 

Women’s Specialty Stores 

Hosiery, Gloves, etc. 

Rebuilding and Renovating 
Men’s and Women’s Hats 

For Ribbons, Laces, Velvet 
and Duvetyne 

Theatrical and Traveling use 

For Laundries, Cleaners and 
Dyers ‘ 

Men’s and Women’s Tailor- 
ing Establishments 

Millinery Schools 

Leather Novelties and Felt 
Goods 


There is no other Iron 


Does Every Ironing Opera- 
tion With Ease, Simplicity 
and Low Cost 


The classes of business firms listed on the 
left are live prospects for the sale of Tommy 
Irons, and all can be reached through the 
electrical dealer. The newness, uniqueness, 
utility and versatility of the Tommy Iron 
is proving a big salemaker. It will perform 
hundreds of pressing and ironing operations 
never before possible. Get behind | the 
Tommy Iron; talk it; sell it, and capitalize 
on its popularity. Try one in your own 
home and be convinced. 


The Tommy Iron is non-competitive—it 
is in a class by itself. This means easy 
sales, steady profits and good profits to both 
jobber and dealer. Priced at $9.25 with a 
liberal discount to jobber and dealer and 
backed by an inflexible jobber’s policy, the 
Tommy Iron should be the biggest seller 
in-your appliance department today. 


Live, responsible jobbers write for our 
attractive arrangement. 


~~” 
 Ressing ribbon hans 
without oo 
$. 


Material from ha 


© Pressin maline or 
hair braid crown 


HOt 


‘looks like it, made like it, or 


works like the TOMMY “SELL ’EM SOMETHING MORE” 
IRON. — and make it Tommy Irons 


Sree SB. 


Ca? 


« 
= 
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Tommy Iron 
Manufacturing 
Company 
1416-1418 Pine Street 
St. Louis, Mo. 





“Pressing creases or 
wrinkles out of buckram 
willow and rice net 

frames 


Sha mq any matenal 
on bias for] Il crowns 
on brims. 
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Only 2% 
Replacements 
Per Annum 


for All Causes 


That’s one record of 
Hemingray Glass Insula- 
tors. 


It is but one of many facts 
which a questionnaire to 
Hemingray users brought 
out. Hemingray Glass In- 
sulators have a long and 
successful record of service 
on Medium Voltage Power 
Lines ranging from 6,600 to 
33,000 volts. This record 
covering a period of more 
than 25 years is the best pos- 
sible proof of their practical 
efficiency. 


Bulletin No. 1 tells in de- 
tail the many advantages of 
Glass Insulators. Upon re- 
quest a copy will be 
promptly forwarded. 


HEMINGRAY GLASS 
COMPANY 


MUNCIE, INDIANA, 


U.S.A. 





lic practices. Moreover, the merchant 
of today is beginning to spend less of 
his money with salesmen whose chief 
stock in, trade consists of stories, 
lunches and cigars, and more money 
with the salesman who can give him 
ideas as to how to sell other merchan- 
dise besides what the salesman carries. 

There is one point which the sales- 
man may do well to recognize and em- 
phasize to the merchant when he 
wishes to have him make certain 
changes. A change which saves a mer- 
chant $5 a month is not merely a gain 


of $5 or even a gain of $60 for the 


year; it is a permanent addition to his 
capital, and the real gain is $60 a year 
capitalized at the going rate of inter- 
est. If this interest rate is 6 per cent, 
a saving of $5 a month or $60 a year 
is really an addition of $1,000 to the 
effective business capital of the mer- 
chant. As competition sharpens, the 
importance of these small savings in 
merchandising costs must be more and 
more recognized by the merchant who 
is to succeed, and by the jobber’s 
salesman who is primarily charged 
with the responsibility of educating 
these merchants. 

Perhaps the saleman’s greatest op- 
portunity, as well as his greatest re- 
sponsibility, in this respect comes from 
the fact that he cannot hope to teach 
the average merchant fundamental 
ideas and have the merchant apply 
them. He must give the merchant con- 
crete illustrations in specific cases, and 
if he will make note of suggestions to a 
store on one visit and follow it up with 
suggestions along the same line on sub- 
sequent visits he will capitalize for 
himself and induce the merchant to do 


likewise. 
“a ae 


Dodge If You Must, But Don’t 
Seem to Be Dodging 


If the question as to the price is 
raised as an objection when the sales- 
man is developing some other point, he 
should not allow himself to be divert- 
ed from his selling talk or demonstra- 
tion on to the side track of a discus- 
sion of the price. In such a case the 
salesman should say in a pleasing and 
agreeable way to the prospect, “I will 
take that up in just a minute or two. 
First I want to make this point clear 
to you.” Then the salesman continues 
to dominate the selling process, and 
he can bring up the price point after 
he has prepared the prospect for it. 
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Right 

the Dealer 

Will Sell, Because 
the Public 

Will Buy 


The 


Line 
is the 
Straight 





Line 





to 
Popularity 
and 


Profit 








“Northern” 




















The “Northern” Line 


—a Better Line of Low-Priced Appliances. 


Made to Sell at a Moderate Price, and Guaranteed to Stay Sold 
Because They Sell Well. 





ELECTRIC 


HEATING PAD 
Three-Heat —$8.50 List 


Complete with 10 feet of cord, a 
three-heat switch, two-piece attach- 
ment plug. Covered with soft eider- 
down. White washable slip for san- 
itary purposes. Regardless of price, 


. one of the best heating pads on the 
2 market today. 


The “SERVICE” [onan Wave Rol 


A high-class appli- 
ance, fully guaran- 
teed—now made in 
two sizes in response 


to the demand. The 


low. retail prices 


have made them wonderful sellers. The 
removable clamp makes the ‘‘Northern” 
Curler a combination curling iron and 
- waver rod, It is highly nickel-plated with 
a black ebonized handle, six feet of cord, 


and two-piece separable plug. 


ition 


No. 77 


The “Midget” Toy 


Electric Flatiron 


Every little girl will want her moth- 
er to buy one of them. They're 
miniature flatirons and can be used 
for ironing handkerchiefs and small 
pieces. Perfectly safe. 





Lists at 


“Service” No. 55. 
$4.50. 

1144” long. Diameter of Rod 
¥% ” 


“Service” No. 77. 
$4.00. 
10% ’ long. Diameter of Rod 


5 
—_s 


Lists at 








WRITE FOR LIBERAL DISCOUNTS 


Northern Electric Co. 


222 North Sheldon Street 


Chicago, IHinois 


THE STANDARD ELECTRIC SALES CO. 
Central West and New England Distributors 


105 W. Monroe St. 


Chicago, Ill. 
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Drop Cord Type 


OOD local lighting demands 

light from the proper direc- 

tion. The Reelite is the ideal 
flexible industrial lighting-unit and 
is suitable for large or small in- 
stallations. Flexible local lighting 
is the modern and efficient method 
and its advantages will be imme- 
diately appreciated by all. 


The Reelite permits instant ad- 
justment of the distance of the light 
unit with respect to the work. The 
Reelite is particularly adapted for 
use over work benches, tables, or 
machines. The ordinary drop cord 
is very often unsatisfactory and 
lighting results do not properly take 
care of the varying character of the 
work, which makes it impossible to 
pre-determine the exact height of 
the light source above the working 
plane. The Reelite permits instant 
adjustment of the distance of the 
light unit with respect to the work. 


Standard reflectors may be used 
with this Reelite. The Reelite may 
be instantly raised or lowered as 
required—it’s just like raising or 
lowering a window shade. 


Construction: Black enameled 
reel-unit, 514” diameter with base 
for attaching to 3” Outlet Box. Can 
also be furnished for a 4” Outlet 
Box if specified. The reel contains 
12 ft. of approved portable cord, 
and can be furnished with either 
brass shell or porcelain key socket. 


Write for Booklet JS-307. . 














APPLETON ELECTRIC COMPANY 
Successors to 


ANDERSON ELECTRIC & EQUIPMENT CO. 
General Offices and Factory 
1703 Wellington Avenue at Paulina 
CHICAGO 











When he does bring up the price, the 
salesman should take pains to draw the 
prospect’s attention to the fact that 
he is referring to the particular point 
the prospect wants him to speak of. 
The prospect probably has thought 
that the salesman was afraid to talk 
price, but this idea would be dissipat- 
ed when the salesman at the proper 
time in the sale refers frankly and 
without any evasion to the price. 

In other sales the prospect might 
bring up the matter of the price at a 
time when the salesman was not in the 
midst of a particular selling step. In 
such a case it might be good sales- 
manship to meet the price objection 
then and there. 

Ordinarily it is regarded much bet- 
ter practice to stimulate desire pretty 
fully before entering into the disposi- 


‘| tion of objections. Where a salesman 


is working to stimulate desire, it is 
better salesmanship to avoid meeting 
objections. But if the desire has been 
pretty weil stimulated, then the ob- 
jection should be met and got rid of 
completely. So much depends on the 
individual circumstances of the par- 
ticular sale, that a general rule can- 
not be made to fit all cases. It is very 
true, however, that the salesman at 
all stages of the sale should be the 
dominating factor and should not let 
the other party control the selling 
process. If it is necessary in order 
to continue control of the selling proc- 
ess for the salesman to evade the price 
objection temporarily, he should post- 
pone that point in a masterly way yet 
without giving any offense. The sales- 
man, however, must always be very 
careful not to seem to be dodging. If 
he is working to stimulate desire, and 
does not want to be diverted, to han- 
dle the price objection, the salesman 
may well look frankly at the prospect, 
straight in the eye, smile, and say, 
“Pardon me, Mr. » but we have 
not finished looking at the value of 
this article yet. The price, of course, 
is only relative. With your permis- 
sion I will show you the full value 
and then we will consider the price and 
the worth of the article to you.” 


Of course these conventional words 
are not what he would use, but the 
idea is that the salesman should as- 
sert his mastery of the selling process 
in an agreeable manner. He then will 
be able to carry on the stimulation of 
desire before setting the price, as in 
most cases is the better practice. 
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12-inch, 110-volt Universal Fan 
4 Speeds 


Retail Price, $17.00 





HERE'S THE “BIG WIND” 


in Fan Values 


Get Ready for a Gale of Orders and a Whirlwind 
of Profits on the New Racine Fan Motor. 


Correctly Designed. Ruggedly Built. Splendidly 
Finished. A Thoroughly First-Class Job. 
Lowest Retail Price 
and 
Best Margin of Profit 


to the trade of any high quality fan motor on the 
market. : 








WRITE TODAY 


New Prices — Discounts — New Sales Plan 


for 








effort. 


105 W. Monroe St. 





The new prices mean more liberal compensation to both jobbers and dealers. The 
new sales plan—on a strictly jobber policy —- means more sales with less selling 


Don’t forget that we also make an 8-inch, 4-speed, non-oscillating fan, finished in 
black enamel, with brass blades and brass plated guards—a beauty and a fast seller. 
Also the Little Gem Sewing Machine Motor and Bracket Attachment, and a Splen- 
did Line of Small Motors for Grinding, Pclishing and Driving Small Machinery. 





STANDARD ELECTRIC SALES CO. 


General Sales Agents 


Chicago, Ill. 
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A Great National Cooperative Campaign 


To Help You 


Sell More Electric Vacuum Cleaners 


Here is the plain story of the “Banish Dirt.and Dust” drive, now ac- 
tively under way —the first national sales and advertising movement 
ever undertaken by a group of electrical manufacturers—a concerted 
effort in the interest of more electric vacuum cleaner sales for 1922. 


i manufacturers 
whose names appear 
here realize full well that 
their success is linked 
fast with that of yours. 
They appreciate your 
problems in meeting and 
overcoming thekeencom- 
petition of today. 


They know that the 
times call for every extra 
pound of pressure you can 
put behind your business. 


And _ this cooperative 
campaign is simply their 
“extra pound of pressure” 
to help you increase your 
sales. 


NS 


Banish Dirt Dust |x 
the Electric Vacuum 
Cleaner Way | 


The above insignia will appear on every advertise- 
ment of our big National Campaign. 

Dealers handling vacuum cleaners manufactured by 
any of the manufacturers listed below can secure this 
insignia in electrotype form for their own advertising. 
This is an indication to the public that your store 
sells reliable vacuum cleaners as featured in the 
national advertising reaching over thirty-seven mil- 
lion readers each month. 

Write your manufacturer for proof sheets, electro- 
types, and other store display material. 

Tie your store to this big National Campaign. 


From Portland, Me., to 
to Portland, Ore., house- 
wives are going to be sold 
on the idea of cleaning 
electrically the vacuum 
way, by this cooperative 
drive. 


At the same time each 
manufacturer will in no 
way diminish his indi- 
vidual sales and adver- 
tising effort in behalf of 
his dealers and his prod- 


uct. 

The “BANISH DIRT 
AND DUST” drive will 
sell the idea —it is, of 
course, up to you to sell 








These Great Sunday Newspapers 


NEWSPAPER 
HERALD, Boston. 
POST, Boston. 
JOURNAL, Providence. 


Circulation 


112,649 
432,949 
91,737 


SPRINGFIELD UNION, Springfield, Mass. 55,753 


COURANT, Hartford. 

TELEGRAM, Worcester. 

THE TIMES, New York. 

THE WORLD, New York. 

HERALD, New York. 
DEMOCRAT-CHRONICLE, Rochester. 
COURIER, Buffalo. 

HERALD, Syracuse. 


41,571 
41,562 
905,023 
621,341 
209,842 
63,032 
117,634 
76,937 


NEWSPAPER ' 
KNICKERBOCKER PRESS, Albany. 


ENQUIRER, Philadelphia. 
LEDGER, Philadelphia. 

THE PRESS, Pittsburgh. 

THE STAR, Washington. 

THE SUN, Baltimore. 

THE JOURNAL, Atlanta. 

THE NEWS, Birmingham. 
THE PICAYUNE, New Orleans. 


THE COURIER JOURNAL, Louisville. 


PLAIN DEALER, Cleveland. 
INQUIRER, Cincinnati. 


Circulation 
46,830 
362,500 
214,577 
152,922 
89,675 
145,946 
81,431 
59,476 
90,978 
99,922 
215,976 
140,000 
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your particular cleaner locally. APEX—Apex Electrical Distribu- 


NEARLY fifty great metropoli- ting Co., Cleveland, Ohio. 
tan Sunday and daily news- BEE-VAC—Birtman Flectric Co., 
papers will repeatedly carry the im | <s Chicago, Illinois. 
message of electric cleaningto M7 7/jam WW. de : he CADILLAC—Clements Mfg. 
37,000,000 readers, in practi- 3% : Bae 1K Company, Chicago, IIlinois. 
cally every wired home in ’ ‘ 
America. | 
Advance proofs of each ad- 
vertisement, with the date of 
insertion in papers reaching 
your community, will be sent 
you by your manufacturer. 








| THE PREMIER- ElectricVacuum 
Cleaner Co., Inc., Cleveland, O. 

EUREKA—Eureka Vacuum 

— Cleaner Co., Detroit, Michigan. 

Centuries-Old ROYAL—The P. A. Geier. Co. 
Cheese of Cleveland, Ohio. 


Dirt and Dust! HAMILTON - BEACH, Hamilton 
Beach Mfg. Co., Racine, Wise. 

THE HOOVER—The Hoover 
Suction Sweeper Co., North Can- 
ton, Ohio. 

AIRPLANE, The Hugro Manufac- 
turing Company,Warsaw , Ind. 
RAYVAC—Ramey Manufactur- 

ing Co., Columbus, Ohio. 
THE REGINA—The Regina Co., 
| Rahway, N. J. 
uae SPENCER, Spencer-Turbine 
meses Cleaner Co., Hartford, Conn. 


STURTEVANT—B. F. Sturtevant 





Display them in your store, 
and in your windows. Use the wa 
slogan trade-mark “BANISH 2:cxss=5 SESS 
DIRT AND DUST THE ELEC. = 
TRIC CLEANER WAY” in 3 
your local advertising. Couple ea 
up your own selling and ad- 
vertising efforts with this 
movement. You will benefit 
accordingly. 





These manufacturers, 
98% of the entire industry 





sated Here is the first Advertisement. It will Company, Boston, Mass. 
are associated in be read by over 37,000,000 people in - — a 
this campaien the important Sunday newspapers all OHIO-TU EC—The United Elee- 
pars across the country. Others just as tric Company, Canton, Ohio. 
AIR-WAY—Air-Way Electric Ap- important, just as vital, will follow. — SWEEPER-VAC—M. S. Wright 
pliance Corp., Toledo, Ohio. Company, Worcester, Mass. 








Will Carry the Campaign in 1922 


NEWSPAPER Circulation NEWSPAPER . Circulation 
THE DISPATCH, Columbus. 76,147 THE TRIBUNE, Salt Lake City. 71,271 
THE JOURNAL, Dayton. 39,405 THE STAR, Kansas City. 223.260 
THE FREE PRESS, Detroit. 161,244 POST-DISPATCH, St. Louis. 353.369 
THE STAR, Indianapolis. 116,244. THE TIMES, Los Angeles. 142,118 
THE TRIBUNE, Chicago. 787,952 EXAMINER, San Francisco. 293,044 
DAILY JOURNAL, Milwaukee. 112,736 THE POST, Denver. 165,590 
THE REGISTER, Des Moines. ‘ 92,761 SPOKESMAN REVIEW, Spokane. 49,404. 
THE TRIBUNE, Minneapolis. 130,789 THE NEWS, Dallas. 94,694. 
PIONEER PRESS, St. Paul. 128,006 THE STAR-TELEGRAM, Ft. Worth. 88,644. 
WORLD-HERALD, Omaha. 66,804. CHRONICLE, Houston. 58,189 
THE TIMES, Seattle. 90,231 THE, OKLAHOMAN, Oklahoma City. 67,630 


THE OREGONIAN, Portland. 97,111 7,496,906 











64 





THE JoBBER’s{f]|SALESMAN 















Sells on Sight!— 


The Beautiful 


LampEtte 


' May be hung from the picture 
molding or draped scarf-fashion 
over the piano, boudoir mirror, 
the head of the bed or any other 
furniture. An ornamental coun- 
ter-weight plaque holds the 
LampEtte securely in_ place. 
Equipped with silk extension 
cord and swivelling attachment 
plug, in substantial and hand- 





some carton. 







eign Patents 
Pending. 


Retails at $10.00 


(West of Rocky Mountains, $10.50; Canada, $12.00) 


" LAMP 
and SHADE 
EXTRA 


In Old Gold, Old Ivory, 
Bright Gold, Silver and 
Bronze, with braids in 
many color combina- 
tions and designs. 


Attracts the 
Best Class 
of 
Retail Trade 


Liberal Discounts—Write today for full information . 


COLONIAL LAMP & FIXTURE WORKS, Inc. 
5634 Lake Park Avenue ~ CHICAGO 


New York Sales Office: 225 Fifth Avenue 
Representative Arthur H, Poynter 














How About Your Palate? 
By W. J. McLaughlin 
ETTING kind of fed up on all 
this talk on Pep,—Optimism, 
etc.? 

Makes you sort of cuss to yourself, 
doesn’t it? 

That big stiff in the office. It’s 
easy enough for him to write and 
wire, “We must have more business!” 
Let him come out in my territory and 
try his luck. 

Crops no good, farmers broke,— 
or they think they are. Competition? 
-—Boy, it’s fierce! If there is a town 
“letting” for $1000 worth of ma- 
terial, you'll find jobbers’ salesmen 
registered from Indianapolis to Oma- 
ha. 

Just get your hands on the ‘“‘Sales- 
men’s Copy” of a quotation and away 
you go, coat tails flying, to land that 
order for the one-horse power motor 
or the 12-inch exhaust fan. 

Bogey?—As Mirandy said when* 
she looked at the giraffe. “There 


aint no such animal.” 


There you are —————_! 


How do you like that nice piece of 
candy? 

Just hits your palate right, doesn’t 
it? 

Palate!! 

That’s the word,—it’s all right in 
a way, isn’t it to hold your hand and 
weep copious tears over the “busi- 
ness outlook” as they say in the stock 
report sheet,—but how about that old 
palate of yours? 

“The sense of taste,” says Web- 
ster. 

“The sense of taste,” say we! 

Did it ever occur to you that the 
little four-word definition quoted 
above is just what makes us keep 
fighting and struggling and grasping 
for more, and more, and more! 

That house you planned,—that car 
you want,—your interest in your 
wife, your kiddies, it all boils down 
to your sense of taste,—your palate, 
now doesn’t it? 

Well, then! 

Is it going to do you any good to 
cry for sympathy of the weak sister 
variety? 

Not' on your life! 

We have to think good business, eat 
good business, sleep good business and 
close our ears to the ever present 
pessimists. 

1921 will reward fighters! 

Got pretty hackneyed, didn’t it— 
sort of worn—threadbare around the 
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Fred says: 


The best Contractors take the Tube 
with the black dotted line on the in- 
terior surface. 


Because 
—It has the real roller-bearing 
wireway. 
—It is made with the single inter- 
woven wall. 


—It doesn’t collapse, break down 
nor blister. 







—You can pound it, twist it, kink 
it—treat it rough. 


—You can then work it back into 
shape by pressure of the fingers. 














TUBULAR woven Cnsntes com 


Fred W. Brower 


Fred scurries around greater 
New York most of the day-time. 
Evenings he spends at home at 
181st St.—to get there Fred 
says you take the Albany boat 
and walk back. 


Tubular Woven Fabric Co. 


Pawtucket, R. I. 
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HUBBARD 
POLE LINE HARDWARE 





Every 
Jobber’s (4) Salesman 
should know— 


HOW HUBBARD POLE LINE HARDWARE AND 
PEIRCE SPECIALTIES ARE GALVANIZED. 


All articles to be galvanized must first be cleaned of all sur- 
face scale, rust, grease and other foreign matter. This is done 
either by pickling the article in a weak solution of sulphuric 
acid, or by tumbling, or sand blasting. Extreme care must be 
taken in the pickling operation. An article not pickled long 
enough will show bare spots after galvanizing. On the other 
hand, the threads on bolts may be destroyed by over pickling. 


After the articles have been cleaned, they are treated with a 

muriatic acid flux, then dried and dipped in the melted zinc. 

This zinc is kept at a uniform temperature which is predeter- 

mined according to the thickness of the coating desired. Thee 
articles are allowed to remain in the zinc until they have 

reached the same temperature as the molten metal. They are 

then withdrawn and given an additional flux treatment, and 

re-immersed in the metal. 


The surface of the molten zinc is then skimmed back clean, 
and the articles are withdrawn and allowed to cool. 

A smooth, non-porous coating of pure zinc adheres closely to 
.the surface of the article effectually sealing all riveted joints, 
etc., positively excluding moisture during the life of the coat- 
ing. 


This coating is guaranteed to meet the standard four-one min- 
ute immersion test, but actually does withstand from five to 
seven immersions before breaking down. 


Articles galvanized by the Hubbard Double Hot Dip Process 
have no variable factor. If ten articles out of a batch of 
10,000 so coated pass the four immersion test, it is reasonable 
to believe that the 10,000 will pass the same test. 


HUBBARD & COMPANY 
PITTSBURGH 











PEIRCE 
CONSTRUCTION SPECIALTIES 




















edges—just about time for the “Fol- 
lies” to burlesque it, eh? 

But Boy, Oh Boy, hang on to that 
idea, like you would a pawn-ticket, 
and play it to the limit. 

We do not spend all our time writ- 
ing swivel chair platitudes! 

We get into the first line trenches 
of business and fight with the rest of 
you. 

We meet the competition,—we meet 
the long faces,—we meet everything 
and anything except “price” to get 
the business and then we fight! 

Fight for that old palate of ours 
with every ounce of gameness we got. 

And! 

The harder the fight, the bigger the 
order! 

It’s a great game, a fast game— 
this selling, so if you want to keep 
that palate of yours satiated—fight! 

Give some good body blows to the 
thought of “Poor Business,” but keep 
a clean cut healthy uppercut in re- 
serve for your prospect when he suc- 
cumbs to your aggressiveness and your 
energy. 

Remember your duty to your palate! 














J. Wheaton Flynn, manager of the light- 
ing department of the Electric Appli- 
ance Co. of New Orleans, should be the 
man who could throw some light on the 
present public utility controversy in the 
Crescent City. Flynn keeps his little foot- 
candle meter on his desk all the time and 
he can tell you how many light and dark 
lumens there are to the cubic inch at any 
time you want to know. 
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Jfoliday 


Dishwasher 


The Logical ‘‘Next Step”’ 


Dealers have spent time and labor getting women interested in doing house- 
work by electricity. To some they have sold washing-machines; to others 
vacuum cleaners; to many they have sold both. It’s good work—but don’t 
let it stop there. 

The next step is an electric dishwasher. 

A woman uses her washing-machine and vacuum cleaner perhaps once a 
week. Dishes have to be washed three times a day. Have your dealers show 
these women how electricity can be applied to the constant drudgery of dish- 
washing. Have them explain the place of the Holiday Electric Dishwasher in 
the home. 

Too little have women thought of doing their kitchen work by electricity. Yet 
it is the kitchen work women dislike most. 

Show the dealer how to “cash in” on the educational work he has 

already done, in selling women other electric appliances—how to 
take the “next step”’ by selling a Holiday Elec- 
tric Dishwasher. It is a logical sales move. 
The time is ready. He has set the stage him- 
self. Having already sold a washing-machine 
and a vacuum cleaner, either he is through, or 
—you can sell him the Holiday Electric Dish- 
washer so he can “carry on.” 

The Holiday Electric Dishwasher has more 
exclusive talking points than any other dish- 
washer on the market. It is easy to sell. It is 
reasonable in price. It carries a liberal profit 
to both jobber and dealer. 


Price *110% 


West of Rocky Mountains, $117.50 


HOOD SALES CORPORATION 


52 Broadway, NEW YORK 


Tt Fills, Cleans and 
Empties Itself 
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INCANDESCENT LAMPS 
“A Quality Product” 








You will Find 
Security in Marketing 


SAVE LAMPS 















They Are Not Made 
For Mere Pocketbook Appeal 














SAVE LAMPS 


are for the merchant who takes an honest pride in distrib- 







uting worth-while merchandise. 
A few territories still open for up-to-the-minute jobbers. 
Get in touch with the nearest factory representative, or 


write us direct. 


During 1921 the demand for our lamps was double our 


Brooklyn Factory capacity. 


Our new Toledo plant will 


give us an additional 35,000 lamps per day, and we shall 
be able to render prompt service in the future. 
Factory Representatives 


Atlanta Woodenware Co. 
Atlanta, Ga. 
Southern Jobbers Supply Co. 
534 Bienville St., New Orleans, 
La: 


H. L. Williams 
’ 569 Green St., Augusta, Ga. 
J. R. Black 
117 E. Glenwood Ave., Knox- 
ville, Tenn. 


E. F. Reinhardt & Co. 
13 South 4th St., St. Louis, Mo. 
J. R. O'Donnel & Co. 
171 Second St., San Francisco, 
Calif. 
H. J. Arens 
1405 So. East St., Indianapolis, 
Ind. 
Douglas A. Thurston 
117 Trowbridge Ave., Detroit, 
Mich. 
Nixon-Kimme]l Co. 
Spokane, Wash. 
O. J. Dykeman 
127 North 4th St., Reading, Pa. 


William J. Kattrein 


ie € 
N. F. Shailer & Co. 
Dooly Bldg., Salt Lake City, 
Utah 
Minneapolis Electric Lamp Co. 
208-10 No. 4th St., Minne- 
apolis, Minn. . 
Michigan Lamp Co. 
109 Michigan Ave., N. W., 
Grand Rapids, Mich. 
Haskell Electric Lamp Co. 
1001 Chestnut St., Philadel- 
phia, Pa. 
Western Hardware Co. 
Butte, Mont. 
L. L. Moore Co. 
Brokers’ Warehouse Bldg., 
Denver, Colo. 


W. W. Bolz 
614 Fulton Bldg., Pittsburgh, 
Pa 


SAVE SALES COMPANY 
261 Broadway, New York City 


SAVE ELECTRIC CORPORATION 


‘1! 36th Street 
BROOKLYN, N. Y. 


Front & Main Sts. 
TOLEDO, OHIO 












1031-1039 Broadway, Albany, 
‘ae 4 














“What’s New Today?” 


HIS is the usual question with 
which the average electrical sup- 
ply salesman is greeted when entering 
a dealer’s place of business or purchas- 
ing agent’s office. What else can be 
expected in this day of rapid electrical 
advancement than to have your pros- 
pect ask this question? It seems to 
be paramount in the mind of the con- 
tractor-dealer especially. And what 
more could a salesman want to hear 
than these particular words, for it - 
opens the way to a friendly conversa- 
tion which otherwise might have been 
difficult to obtain. 

The answer which the prospective 
buyer very often receives is “nothing 
much,” and is it any wonder that he 
returns to his work and bids the sales- 
man an untimely “good-day”? The 
old advice of carrying a sample of 
something new in your pocket is time- 
worn but the reason it brings so little 
results is that it is so seldom heeded. 
There is something new every day, and 
if you don’t happen to know it, there 


































“Cutting back,” as they say in the film 
world, on E. D. Towler, manager of house- 
hold rages sales, Western Electric Co., 


New York City, we find that after leaving 
the chemical warfare service in 1918 he 
went into the Western’s service depart- 
ment, then to claims, and then to assistant 
manager of household appliance sales. He 
skirmished around on some appliance cam- 
paigns, and now he’s in the big tent doing 
the directing. Oh, yes—back in his salad 
days he was secretary to the president 
of Dartmouth College. 
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WAFFLE RANGE, “COMPLETE WITH NICKEL TRAY 


” EXCELSIO. 


ELECTRICAL PRODUCTS 








An Attractive Propo- 
sition—for dealers who 
“Excelsior” Dis: Stove 6 in. . he pe en ae Fe gp mee 
a: List $6.00 want something better. when opening. List $18.00 





Write for Descriptive Folder 
and Discount Sheets 


MANUFACTURED BY 
PERFECTION ELECTRIC PRODUCTS CO. 
New Washington, Ohio 





“Excelsior’ Model A with C.H. Feed 


ste h Ss h. List Price $4.75 
wuts ory Toaster NAT IONAL DISTRIBUT ORS T -— Arey mR - ne A 


GEO. BORGFELDT & CO. 


16th Street and Irving Place, New York 
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Porcelain 
Case 
Trans- 
formers 


A bell-ringing 
transformer in a 
strong,attractive 
porcelain case. 
Coils imbedded 
in waterproofing 
compound com- 
pletely filling the 
case. Can be 
used safely in 
the dampest 
basement. 





KILLARK 
Bell-Ringing Transformers 


An outstanding feature of Killark transformers is a remarkably low 
no-load loss. Not enough to move a meter. This superiority is due 
to the use of high-grade silicon steel in the cores. Cheaper grades of 
steel lower the efficiency of transformers. 


Made according to underwriters’ specifications. Pass insulation and 
heat tests. Are indestructible. Not injured by permanent short- 
circuit in secondary. It pays to buy, sell and use the best. 


Steel 
Case 
Trans- 
formers 






A bell-ringing transfor- 
mer in a strong, light 
steel case. Cores are 
made from thin sheets of 
high-grade, non-aging 
silicon alloy steel, riveted 
together. Small enough 
to fit conveniently in a 
=' panel box. 


V 


KICUARK| 
ST1L0U$ 


ST.LOUIS 





ST.LOUIS 


Killark Electric Mfg. Company *°°*3,F43005 AVE 















is always something old with which 
the majority of buyers are not ac- 
quainted and in which they would be 
interested. 

An instance might be cited of an 
accessory for washing machines re- 
cently taken on by one of the large 
jobbers. It was a simple device which 
drains a washing machine by means 
of the suction or syphon principle. 
It is an appliance that can be sold 
with every washing machine. Yet it 
wasn’t the sale of this particular arti- 
cle that the house looked for when it 
was distributing samples to the sales- 
men. It was desired to introduce the 
washing machine through this little 
breaker-of-the-ice. It is a great deal ° 
easier to start a warm conversation 
through a  dollar-and-a-half article 
than a hundred-and-fifty-dollar ma- 
chine, but when once having gained 
his attention it is not a difficult matter 
to bring up the machine and keep in- 
terest to the point of making the sale. 

The hardest thing to do sometimes 
for a new salesman or an old one call- 
ing on a new prospect is to “get in,” 
gain his friendship, hold his interest, 
and to obtain his order. One need not, 
however, always carry a sample in his 
pocket—the mere mention of change 
in construction or improvement of a 
well-known appliance often will suf- 
fice to obtain the prospect’s interest. 

Just recently the buyer in the elec- 
trical department of a large depart- 
ment store dropped in at the office 
of one of his local jobbers. While 
talking to a salesman his attention 
was called to the fact that the element 
on a toaster he was handling had been 
changed from composition to mica, 
eliminating the possibility of frequent 
breaking and absorption of heat. ‘That 
reminds me,” said the buyer, “I had a 
customer ask for three of the new 
style toasters the other day and I 
didn’t know what he was talking about 
—seems to me they ought to sell. Send 
me a dozen.” 


These instances are actual occur- 
rences and are typical of what hap- 
pens every day. Arrange with the 
sales manager to have his assistants 
keep you well supplied with informa- 
tion on changes, and have them keep a 
lookout for new contrivances. With 
both ends of the line pulling the same 
way, more sales and friends will surely 
be forthcoming, and there'll always 
be a more wide open door to receive 
you. The ancient way of getting in 



































WM. A. KIEB 
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This is one of a series of advertisements 


written by men in the field who know best the 


We Bu ild Bus 1 ness LAM p S way to Build Their Business Around Lighting, 


and whom experience has taught that such 
ALLAMP WORKS ’ 
A TRIC 


Around Lighting MAO 


NATIONAL MAZD 


business building is extremely profitable. 
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“Circle gle, p eC 


ell 


Externally Operated 


Switches 


A high-grade line of 
A punched clip ane 

in regular high finis 
NEW LINE type A box made 


30--200 from Armco Ingot 
Amp. Inclusive Iron. 





oe 


The Best Buy 
on the market 
today 


It will pay every 
Jobber’s Salesman 
To Investigate it. 








Fusible—250-Volt 
Single Throw 





Although priced at low levels, there is not a cheap thing about them. 
The switches are the heaviest, most carefully aligned and adjusted 
punched clip switches to 

be found. 


The line is a most import- 
ant addition to our Switch 
line, Discounts are the 
same as on our regular 
safety switches. 


This line will go big. It 
will pay to _ investigate 


carefully and promptly. No-Fuse—250-500 Volt—Single Throw 


Write today for Bulletin 53. 


THE TRUMBULL ELECTRIC MFG. CO. 
PLAINVILLE, CONN. 


San Francisco Chicago Boston New York 
595 Mission St. 40 S. Clinton St. Philadelphia 114 Liberty St. 




















by spilling a new joke is as antiquated 
as the pyramids; men are too busy 
nowadays to talk about the weather or 
Pat and Mike’s first coming to America 
for the hundredth time. They want to 
discuss topics beneficial to their busi- 
ness, and new and productive ap- 
pliances or apparatus constitute a 
good way to do it. 





Varney Now with Van Camp 


Gordon Varney, who was president 
of the Varney Electrical Supply Co., 
Indianapolis, for 17 years, and who 
resigned in January, 1919, has be- 
come assistant secretary of the Van 
Camp Hardware & Iron Co., Indian- 
apolis, in charge of the electrical de- 
partment. This will correct any im- 
pression that Mr. Varney recently re- 
signed from the Varney Electrical 
Supply Co., which may have gained 
from the item that appeared in the 
February issue of Tue Jopser’s 
SALESMAN. 





The Building Situation 
(Continued from page 17) 


justify present expectations and spell 
increased prosperity for every indus- 
iy. 

The curves given on page 17 show 
the trend of building activities for the 
past three years. They represent 
figures furnished by the F. W. Dodge 
Co., and cover 27 states in the north- 
eastern section of the country; that 
is, all states north and east of North 
and South Dakota, Iowa, Missouri, 
Tennessee, and South Carolina. Be- 
tween 75 and 80 per cent of all build- 
ing operations in this country is 
confined to these 27 states. ; 

The heavy line at the top repre- 
sents the total contracts actually 
awarded from month to month. Trac- 
ing along the curve it will be noted 
that from a $60,000,000 mark in Jan- 
uary, 1919, the peak was reached in 
July of that year with a total of 
nearly $320,000,000. Although there 
was some fluctuation during succeed- 
ing months, the winter of 1919-20 
saw a fairly high level maintained, 
and then after the spring peak came 
the slump in the later part of 1920 
to a low of $100,000,000. The curve 
is quite uniform during 1921, but one 
very significant fact is that the total 
for last December is nearly twice 
what it was for December, 1920. The 
smaller curves indicate the trend of 
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No. 66. Automatic Toaster................ $6 


Simply pull down the insulated 
button, the toast turns itself. 


Beautifully nickel plated. A won- 
derful repeater. 








No. 1111. Heating Pad....................... $8 
Full size 12x15 in. three-heat Cut- 
ler-Hammer Switch. 10 ft. of cord 
and white washable slip. Extreme- 
ly heavy eiderdown cover. 




















No. 236. Junior Grill................ $1.95 
A dandy article 5 in. square backed 
by ‘“Hold-Heet” reliability. Will 
be a tremendous seller. Delivery 
starts March Ist. 





No. 11. Immersion Heater....... $3.75 


Heats a glass of liquid in a hurry. 
nickeled brass tube—will 
Sanitary shape. 


Heavily 
not rust. 





No. 241. Convertible Hot Plate...$14 
A heavy duty appliance for real 
cooking, 1,000 watts  three-heats, 
7 heat combinations. Supplied with 
stove bolts so that two or three 
may be combined to make a two 
or three burner Hot Plate. 


OVER THE TOP 164% 


Above It is Easy 


Figures to Sell’ em 
Show Something 
Increase More 
In Our IF 
Business That 
forFebru- Some- 
ary 1922 thing is 
Compared Hold- 
with Heet 
February Appli- 





1921 ances 


How Long Can You 


Live on Glory? 


Haven't you kidded yourself long enough that you are 
“sitting pretty’’ with your appliance lines because you 


are selling Tom-Dick-or Harry's nationally advertised 
line? 


Don’t Let George Do It 
Don't force him 


to tell you that your high price appliances are not selling 
and that the reason he was appointed to run your busi- 


ness was because you were not selling saleable merchan- 
dise. 


George is the receiver in bankruptcy. 


Get Down to Brass Tacks 


Check up on your appliance turn-over and after you re- 
cover from the shock, look around and see what the 
most progressive jobbers in every section of the country 
are doing to meet today’s fundamental market require- 
QUALITY MERCHANDISE AT MODERATE 


ments, 


PRICES. 


The Survival of the Fittest 


Darwin said it, we admit it, jobbers are proving it. 
There is only one answer to the overwhelming success 
which ‘“‘Hold-Heet’’ has made. 
what they want. 


It is giving the public 
There is a mighty fine profit in it for 
you in passing this good thing along, You can’t keep 
‘“‘Hold-Heet”” merchandise from reaching the consumer 
but you can force ‘‘Hold-Heet”’ to pay your competitor 


a profit if you are not on the job. 


Opportunities Are Limited 


It may already be too late for you to obtain the invalu- 
able ‘‘Hold-Heet”’ It is more profitable to 
fight for ‘“Hold-Heet’’ than to fight against it. 


franchise. 


What Is Your Answer? 


RUSSELL ELECTRIC CO., Mfrs., 140 W. Austin Ave., Chicago, IIl. 














No. 31. Curling Iron. 
a. Se ee. ... 3.50 
This is the largest selling Curling 
Iron in the world. The Hair Dryer 
will actually dry hair. 





No. 231. $2.95 
A sales leader at a popular price. 
Does two cooking operations at one 
time, makes toast and keeps coffee 
warm at same time. 


Grill Stove 








No. 235. Toy Oven Attachment...$2.95 
Supplied with three utensils as illus- 
trated. Used only with No. 231 illus- 
trated above. 











No. 36. Curler Combination___.$4.50 
A high class combination at a popular 
price unequaled at any price. 








No. 45. Marcel Waver.................. 
Guaranteed to produce a beautiful flat 
French wave so much desired. Simple 
to operate. 
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The Duncan Model M2 A. C. Watthour 
Meter is fast becoming the most popular. Its 
friends are legion, not only in the United States, 
Canada, and the various countries of South 
America, but in Spain, Italy, South Africa, 
China, Siam, Japan and Australia. 


The number of meters manufactured and sold 
during the past year was the greatest in our his- 
tory, and while business conditions just now are 
not as good as they have been, yet it is most 
gratifying to know that the making of new 
friends for the Duncan Meter continues apace. 


It is the only meter that maintains its remark- 
able accuracy under all commercial conditions 
involving changes in pressure, power factor, 
wave form, temperature and alternations—in 
short, it represents that ideal combination for 
which meter engineers have been striving for a 


quarter of a century. 


Duncan Electric Mfg. Co. 


Lafayette, Indiana 











residential, business and _ industrial 
building, the renewed activity in 
home building being shown very 
clearly. 

January construction activity was 
19 per cent greater in volume than it 
was in the corresponding month of 
last year, according to the F. W. 
Dodge Co. The total amount of con- 
tracts awarded that month in the 27 
northeastern states was $166,320,000. 
Although this represented a decline 
of 16 per cent from the previous 
month, it was the second largest Jan- 
uary total, having been exceeded only 
in January, 1920. 

Not only did the work actually 
started in January, as indicated by 
the awards of contracts, hold up. ex- 
ceedingly well for this season, but the 
volume of contemplated new work re- 
ported, amounting to $435,859,000, 
was the largest monthly total of 
contemplated work reported since 
April, 1921, registering an increase 
of 3 per cent over the amount report- 
ed in December, and 27 per cent over 
the amount reported in January, 1921. 
All this indicates an increased vol- 
ume of construction in 1922. 

Residential building accounted for 
t5 per cent of the January total, 
amounting to $75,728,000. Business 
buildings amounted to $23,694,000, or 
14 per cent of the total; industrial 
buildings, $19,695,000, or 12. per 
cent; public works and __ utilities, 
£18,735,000, or 11 per cent. Indus- 
trial building, although small, showed 
a gratifying increase over the previ- 
ous month. 

These statistics, which are, on the 
whole, quite optimistic, cannot be dis- 
regarded by the electrical jobber or 
his salesmen, for they presage in- 
creased demand for electrical mate- 
rials. It is true that nearly half of 
the building operations are in the 
form of apartments and residences, 
which do not involve the money val- 
ue in electrical equipment demanded 
if they were business or industrial 
buildings. Still, any increase is wel- 
come because of necessity it will serve 
to move a larger volume of electrical 
goods. 

In one way, at least, the preva- 
lence of residential building is a good 
thing for the trade. It is very well 
known that an exceedingly small per- 
centage of new homes are fully 
equipped electrically. In times gone 
by there has been too much trimming 
of electrical equipment done by the 
architect and _ building contractor. 
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The Magee ElectriCoal has practical merit—and 
every one you sell, sells another. Every- 
thing in your favor 
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Electricity 
For Summer 






Coal For 


The Range for Double Service—Electricity and Coal 


A masterpiece combining the mechanical and the artistic 


EALIZING the popular demand for electrical 

cooking we have combined in compact form a 
complete electric and coal range, practically the 
only one of its kind in the United States. 


ae Magee ElectriCoal, 46” in length and 58” 
in height to center of the electric oven, is 
dual in its makeup, one-half being devoted to elec- 
tricity and the other to coal, which offers the con- 
venience of using both fuels at one time, or inde- 
pendently, as the case may require. 


spe electrical equipment (“Edison”) includes 
an electric oven, a broiler and three cover units, 
with an attachment for connecting washing or iron- 
ing machine, flatiron or other similar devices. 


(Dept. P.) 


Send for booklet and information. 


MAGEE FURNACE COMPANY 


Boston, Massachusetts 





Nagra electric oven, insulated on all sides, is a per- 
fect Fireless Cooker, baking being accomplished 
after the electricity is turned off, resulting in 
maximum economy. 


T=s coal range is complete in every detail, from 
the very reliable baking oven to the efficient 
brass coil for heating water. 


— Magee ElectriCoal is made in beautiful gray 
Por-cel-a (fused enamel—washable) or in 
original black, both nickel-trimmed, with polished 
top surface and white enamel splasher. 


“puinee ranges are so carefully packed and crated, 
with instructions so complete, that they can be 
shipped and installed anywhere. 




















Winter 
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Manufacturer 
We offer Pole Butt Preservation Jobber 
to Everyone. Contractor 
Purchaser 














Specify V. C. Pole 


Preservation 


Whether you get the order for the poles or not, get your cus- 
tomer to specify V. C. Pole Preservation. 


We will handle Northern and Western cedar poles at our 
Pele Butt Preservation Plant at Minnesota Transfer, no mat- 
ter where they are bought. 

















Valentine-Clark Co.’s Pole Butt Preservation Plant at Minnesota Transfer. 


This assures your customers a guaranteed perfect process of 
pole treatment and preservation—we use only the highest 
grade of creosote oil, a pure coal-tar distillate. 


Don’t talk about “‘Butt-Treatment’’—it means nothing. Sell 
the idea of ‘‘Butt-Preservation.”” That is what is wanted. 
Ask for details as to handling the order, prices, etc. 


Our Four Standard Processes: 
AA—Creosote (a high grade coal tar distillate). 
A—Carbolineum (the highest grade distillate). 
B—Creosote, hot and cold (a high grade coal tar distillate). 
PENTREX—Creosote (guaranteed penetration). 


Write for full specifications and ‘‘Story of Pentrex.’ 


The Valentine-Clark Company 


Minneapolis, Minn.; Spokane, Wash.; Toledo, Ohio; Chicago, Ill. 








We are still offering to the trade our own stock of 
high grade Northern and Western Cedar Poles, 
both preserved and in the plain poles. 

















This affords a great opportunity for 
jobbers’ salesmen, working with the 
architect and through the contractor 
and dealer, to do good sound mis- 
sionary and sales work in getting syf- 
ficient convenience outlets specified in 
new homes. In fact, the opportunity 
affords another application of ‘the 
“Sell "Em Something More’ slogan, 
the whole purpose being, of course, 
to sell more electrical equipment to 
the home builder. 

That this is still necessary shows 
that the electrical industry has not, 
by any means, completed its job of 
selling service to the public and to the 
building industry. There is still room 
for more intensive selling, and it 
should not be an irksome duty, for 
with the generally conceded revival of 
building the inéreases in sales will 
amply reward the salesmen who go 
out after them. 


Working With the Manu- 
facturer 


(Continued from page 12) 
against expected orders. When that 
appliance was finally offered for sale 
to the trade, exactly $218,000 was in- 
vested in it, not charging the time of 
department heads and company offi- 
cials who had to sweat and scheme out 
all these details. 

“O, well; they'll get it back,” 
yawns Mr. Noah Tall. 

Sure, they get it back. If they 
didn’t, there wouldn’t be any manu- 
facturers to make the goods the job- 
bers sell, But that’s not the point. 
What we are driving at is that while 
the jobber is concerned with prices 
and margins and the amount of stock 
he has in warehouse, the manufac- 





turer has these same problems plus 
a couple of hundred more. And the 
manufacturer asks the jobber, please, 
to appreciate that fact. 

When I went into the Westinghouse 
plant to see Mr. Gibson I was over- 
awed by the size and importance of 
the institution and of the men who 
run it. The huge buildings, the mil- 
lions of investment, and the tremen- 
dousness and power of the whole 
place made me feel very small in- 
deed. “These birds have certainly 
got it in bales,” I thought. 

When I came away I felt a few 
sizes larger. I was mighty thankful 
that I didn’t have that load to carry. 
I have my troubles, but they are one- 
man troubles. When anybody asks 
me a simple question I don’t have to 
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Graph of our 1921 activity, reflecting the general upward trend of our business, has a significance for you. 


The Most Impressive Sign In Eighteen Months 


Business has been hesitating—stopping in its tracks and 
glancing this way and that in perplexity and doubt. 
It feared the industrial, commercial and financial after- 
math of the gigantic and terrible struggle which tore 
the world asunder. . 

Most concerns marked time—or cleaned house—or 
liquidated—or worse. 

Too many business men shook their heads and talked 
pessimism. 

They predicted panic—and actually brought on added 
failures by the power of alarming suggestion and excited 
gossip in spreading and magnifying fear. 


Refused To Be Stampeded 


But the calm business men, who would not become 
stampeded from the policies which their business judg- 
ment told them were right, stood their ground. 

With vision, courage and fortitude they planned soundly 
and executed with redoubled aggressiveness. 

Their determination and grit—plus faith in the United 
States—prevented national disaster, and they are now 
winning out in an inspiring manner. 

This has encouraged others, who are joining in renewed 
activities to expand. 

Whatever may have been predicted and feared, the 
“worst” is undoubtedly over, and American business 
leaders are confident of a reasonably good 1922 as a fore- 
runner of years of consistent and gradually increasing 
sound prosperity. 


How We Know What Is Coming 


As a foremost organization producing diversified print- 
ing, our intimate contact with American industry keeps 
us constantly in touch with the trend of business plans 
from their inception. 

Due to the size and diversity of the enterprises we 
serve—manufacturing, mercantile institutions, banking, 


steamship lines, railroads—our business in large measure 
is the medium through which expansion plans and 
activities may be sensed. 

And that is why the up-turn in the graph of our own 
business as shown above is impressive, indicative and 
authentic. A sudden spurt in a small concern means 
little, but a steady climb in-a large plant means much. 
Our customers’ increased printing not only creates more 
business for their trade and for themselves, but results 
in steady development of business all around. 
“Printing—the Mother of Progress,” is the significant 
slogan adopted at the recent convention of employing 
printers of the United States and Canada, for printing 
is a dominating factor in business development. 


A Constructive Suggestion 


To those Electrical Supply jobbers who are now making 
their plans, in the light of successful stabilizing influences, 
we make this timely suggestion. 

The most potent factor in increasing business—aside 
from the ability of an organization’s personnel—is the 
catalog. 

Well-coordinated and- modern Electrical Supply catalogs 
—persistently used and paralleled by efficient work of 
the sales group—will do more than anything else to 
increase volume and make it more profitable. 

That 1922 will usher in a pronounced increase in business 
is the conviction of the informed man, and those who 
are prepared for it from the first will get the larger share, 
with resultant profits. 

Those who have deferred the issuance of new Electrical 
Supply catalogs during the demoralized conditions can 
now no fonger afford to be without them. 

In our organization are men qualified by experience to 
create catalogs that will help executives of Electrical 
Supply jobbers accomplish their purposes—men whose 
ability is being sought by our customers. 


WYNKOOP HALLENBECK CRAWFORD CO. 


“Printing Headquarters” 


Compilers and Printers of Electrical Supply Catalogs 





THE COLUMN [:2] UNIT CATALOG 


NATIONAL STANDARD SIZE 
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You’re Almost Tempted to sell this from 
door to door once you see it. Every 
woman wants one, Tell your Dealers 
about this. The very thing for them ‘to 
suggest in their ‘Sell "em Something 
More” campaign. 


and _ Toaster. 
Kitchenette 


T wo elements 
can be used to 
gether—330 watts 
each or indepen 
dently 660 watts. 
No. special wir- 
ing. No special 
utensils. Nickel 
plated, handsome, 
efficient 





Toast flat on the elements as shown above. 
View at left shows how this simple device can 
be used to prepare a breakfast, Complete in all 
respects with cord and Fitsall plug. Retails for 
$9.50. 


8 West 19th Street 


New York City, N. Y. 
U. 8. A. 














The Knob for the Job 


There are thousands of jobs and millions of 
places where-the knob and the job must 
come together in the big rush of building 
now under way. 


“EVEREADY” 


newoe Porcelain Split Knobs 


It the Knob 
for the Job. Licensee, Pat. 1,354,396, Sept. 28, 1920 


are the knobs for the jobs. No missing parts; no fuss- 
ing; no delay. Just a knob and a job that go together 
for efficiency and profit. 


Write to us for further information 
Davidson Porcelain Company 


East Liverpool, Ohio 


Also Manufacturers of Solid Porcelain Knobs and Cleats 











stop and figure out how my answer 
is going to affect the price of buzz 
fans in Barcelona or the prosperity 
of all the leading jobbers west of - 
Joliet. When I decide to try out a 
new appliance I don’t have to sling 
218,000 iron men before the cash reg- 
ister begins to ring. I have my trou- 
bles—I’ll tell the world I have trou- 
bles, and they are large, blue cootie- 
itch troubles with sharp edges——but 
when I look at the problems of the 
big manufacturer I realize that I don't 
know what trouble is. 

Gibson actually made me feel sorry 
for the Westinghouse company—not 
sorry in the sense that I felt like pass- 
ing the hat for ’em, but sorry to think 
of all the times I had beefed and 
bawled and brayed about some com- 
parative trifle, sorry for all the times 
I had tossed grit into the gears in- 
stead of giving the machine a squirt 
of the old oil. 

That, I think, is exactly the way 
Gibson wanted me to feel—and the 
way he wants you-all to feel. In- 
stead of thinking of the manufacturer 
as some rich bird who is a fair mark 
for gyping, think of him as one who 
knows more grief than old John G. 
Trouble, Sr., himself. For it’s a fact 
that when you begin to sympathize 
with anybody, you begin to under- 
stand ’em, and when you understand. 
a man you are by way of being his 
friend, and when you're a_ man’s 
friend, you are ready to work with 
him. 7 

That’s what the manufacturer asks 
of the jobbers today—that they work 
with him. Don’t work him. Don't 
work for him. Work with him. That's 
the only way the jobber and the manu- 
facutrer can make money in_ these 
times. 

* * * 


Window Trim Needs Fixing 


An amusing letter was received by 
the Electric Appliance Co., San Fran- 
cisco, from a dealer who had been 
supplied a window trim, including a 
cutout of a woman. The letter fol- 
lows: 

“IT received the Universal lady, but 
sorry to say she was in no condition 
to put in the window. We had to send 
her to the hospital. 

“IT like a woman that is all right, 
kut I would like this one better if she 
had one right and one left, so kindly 
send the lady a left arm, and oblige.” 

Needless to say, the dealer’s hurry- 
up call was answered by return mail. 
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Do not fail to see these Lionel Outfits 
with twin-motor locomotives 


Additions to the Lionel line that had a record 
sale in 1921 and which will boost your business 


HE Lionel 1921 business broke all bringing in astonishing repeat sales be- 
records, a marvelous showing when’ tween seasons. This signal rings at the 
you realize how deeply depressed every approach of atrain. See it at our show- 


line of business was during that difficult | rooms when you are in New York. 

year. P aa . 99 

And 1922 promises to break every 1921 Improved Lionel “Multivolt 

record with the fast selling, new items of Transformers . 

the Lionel line. The National Board of Fire age seen 

Twin-Motor Locomotives has unqualifiedly __O.K d the improve 

Th Li | : ; ; Lionel ‘‘Multivolt’’ Toy Transformers. Lo 

eo new Lionel! twin-moter locomotive Never before has such sa fne electrical / 

enjoyed a moet remarkable sale during instrument at such a low price beer : . 
~ aon. Pe agg 2 seg — in offered to the trade. We know how much ea sy, 4 
undreds of stores for continuous demon- Pn 3 
ceietiinlie: the ‘public approves of this new device. 2 % 

s 7 ’ Its sale has proved beyond doubt its last- / , 
Its hauling power is increased 100% over ing popularity \ 5 4 
ordinary electric toy locomotives, making Every Lionel number has been reduced Nd i $\ 
it capable of drawing twenty cars. It in price in spite of big improvements all o “Y 
runs backward or forward—fast or slow through the line. And this year more } 
and is built with -s oa workmanship and finer advertisements than ever before a) ' 
ever put on a toy electric ocomotive. will be published in the National maga- Camm I 
Electric Warning Signals zines. New dealer helps will soon be * = 

The new Lionel electric bell warning sig- ready to aid your sales. 1: 


nal for Standard and “‘0"" gauge track not Send for the Lionel catalog. Make your 
only sold remarkably in 1921, but is plans to carry a big Lionel stock. 













LIONEL TOY FAIR 
Don’t fail to attend the big Lionel Toy 
Fair. It’s here whenever you are! 

48-52 E. 21 St. New York 


THE LIONEL CORPORATION 


Entire Sixth Floor 48-52 East 21st Street New York City 
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What Are 
You Doing 


About Safety 
Switches ? 


Are you still talking ex- 
ternally operated Knife 
switches, or are you getting 
the benefit of the increasing 
demand for honest-to-good- 
ness safe switches? 


Sell the Mason Safety 
Switch—the one with the Un- 
derwriters AA label, which 
means it’s absolutely safe to 
use and safe to fuse — fool 
proof. ° ‘ 


Prices of Mason Switches 
have recently been reduced 
so that you can now sell them 
at the prices you have been 
trying to get for Enclosed 
knife switches. 


But if your customer insists 
on one of the old Enclosed 
switches, pick out one of the 
four hundred and sixty listed 
in Bulletin Eleven — prompt 
shipment all sizes. 


Be sure to get a copy of 
Bulletin Eleven if you haven't 
one; also new price informa- 
tion. 


TRUMBULL-VANDERPOEL 
ELECTRIC MFG. CO., Inc. 


Factory, Bantam, Conn. 
Branch Offices: All Principal Cities 











Gaining Success Through 
_ Specialization 


By PETER B. HANSEN 


Salesman, Western Electric Co., Minneapolis 


UCCESS above the average re- 

quires that in your lme you must 
be able to do at least some one thing 
better than the average person can do 
it. The recognition you get will be in 
direct proportion to the number of 
people who are willing to admit your 
qualifications for success. _ 

Walter Johnson can pitch a speedier 
ball than the average pitcher. This 
fact has become known to the great 
majority of baseball fans, and they 
recognize his ability. Babe Ruth's 
hitting power has given him greater 
popularity than any man in the ath- 
letic world; that he excels in only one 
branch of the game detracts in no way 
from his success. 

Success in one line transmits itself 
to all the other lines in which you 
operate. A football player who can 
kick the ball farther than any one 
else is recognized as a star in the 
game, even though he is mediocre in 
other departments. 

This same rule applies to electrical 
jobbing salesmanship just as naturally 
as it applies to other endeavors. To 
sell more goods than the average sales- 
man you must demonstrate your ability 
along some certain line so the public 
will recognize your worth—and just 
in proportion to the number of people 
who recognize this ability will your 
success grow. 

Of course, the greater the number 
of people that have an opportunity to 
see your ability the greater will be 
your chances for demonstrating it. 
Keeping this fact in mind, the jobber’s 
salesman will recognize at once the ad- 
vantage of choosing that branch of the 
business which is the backbone of the 
electrical jobbing field—lamps and 
lighting. 

Specialization in other branches of 
the electrical industry naturally can 
be recognized by only a few, but every- 
body uses lamps, and in this line they 
can see the result of your work. Place 
a highly developed piece of electrical 
apparatus on display and it will at- 
tract only a few persons interested in 
that particular line of equipment, but 


place a million candlepower search- 
light on exhibition and it will attract 
the populace. 

When you have succeeded in install- 
ing lighting equipment to some factory 
owner’s entire satisfaction he has visi- 
ble proof of your ability. When he 
requires a motor he will accept your 
advice as authoritative and give you 
the order with confidence. 

The knowledge necessary to obtain 
results as an expert on lamps and 
lighting is easily obtained from pam- 
phlets that can be obtained on the 
shelves of any jobber’s establishment 
or from the lamp manufacturers. Pos- 
session of it will give you the key that 
will raise you above competition. 

In brief, it is necessary to know 
what lamps are manufactured for or- 
dinary lighting purposes, especially 
the developments that are brought out 
from time to time. The salesman must 
also know: (1) the light output of 
different sizes; (2) the results in light 
output and life of lamps used at, under 
or over the exact voltage at which 
each lamp is rated; (3) types of re- 
flectors, fixtures and lighting intensi- 
ties recommended by lamp manufac- 
turers to obtain the best results, and 
(4) the use of the foot-candle meter. 

The plan of work recommended is 
to see the man out of whose pocket 
comes the money to pay the light bill. 
Hand him a sample of the latest devel- 
opment in lamps. A 50-watt white 
mazda, 25-watt new style’mill type, or 
any daylight lamp serves the purpose 
today. 

Show him the advancement in light- 
ing with present equipment over what 
it was ten years ago, or even five years 
ago. Offer your services free to go 
over his lighting layout. Do not give 
the impression that you are out just 
to sell lamps. With the knowledge 
you have of lamps and lighting you 
are an expert; you rank with profes- 
sional men in other lines. When your 
prospective customer realizes this, 
and learns also that you handle every- 
thing electrical he will assume you are 
as expert on all your other lines, and 
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Economical 


Facts About Catalogues That Every 
Electrical Jobber Should Know 


ie is easy for one to think of catalogues merely in terms of 


the typesetting, printing and binding. But that part—the 
mechanical production—is the simple part. 


What means much more to you as a jobber is the manner of 
the handling of the endless details involved in the compiling — 
the correspondence with the manufacturers, the collecting and 
making of engravings, the compiling of the copy, the reading 
of proofs, the checking of lists, and the compiling of indexes, ete. 


‘ 
The Donnelley Supply Catalogue Service 
for upwards of 20 years has been working 
out methods of handling this work. The 
result is today a smooth-running experi- 
enced organization that makes it possible 
for a jobber to outline his selection of 
goods in a day or two; and thereafter the 
compilation of his catalogue goes forward 
with so little demand on his own time and 
attention that he can easily forget that the 
handling of the endless details is still be- 
ing done. 


And with no less skillful organization 
(nor without a very considerable invest- 
ment) could electrical supply catalogues 
of equal quality be produced so efficiently, 
so easily, so rapidly, or so economically. 


Some of the advantages offered to electri- 
cal supply jobbers by the Donnelley or- 
ganization .are only possible because we 
combine the production of electrical sup- 
ply catalogues with that of a very much 
larger volume of catalogues for jobbers in 
other lines of supplies—mill supplies, 
plumbing supplies, and automotive acces- 
sories—thereby affecting economies that 
would not be possible in an organization 
which compiled electrical supply cata- 
logues alone, if the same standard of com- 
piling and service were maintained. 


There are still ways in which a further 
concentration of catalogue work in the 
hands of the Donnelley Catalogue De- 
partment would effect additional advan- 
tages to the electrical supply industry. 


R. R. DONNELLEY & SONS COMPANY 


731 PLYMOUTH COURT 


Unified 


CHICAGO, U. 5. A. 


Efficient Electrical Catalogue Service 


Responsible 


Continuous 
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Sellem All 


With SicNAL 


Has it ever struck you how 
out of countless lines of ma- 
terials and merchandise 
’ 

which you catalog, but pre- 
cious few have sales appeal 
alike to both contractors- 

as good-paying installation 
material, and to dealers—as 


profitable merchandise ? 


“SIGNAL” 


Bell Ringing 
Transformers, 
Bells and Buzzers 


The Sure 


Certain Signal 





Get the “SIGNAL” 
Literature describing 
these and other SIG- 
NAL products. 


—help you make your quota, 
plus, because of their wide 
appeal and because their high 
quality creates repeat business 


for you. 


SIGNAL ELECTRIC 
MFG. CO. 


MENOMINEE, MICH. 




















you won't have to ask him for busi- 
ness. 

Be as anxious to serve the man who 
is buying his lamps from someone else 
under contract as you are to serve the 
man who buys from you. You will 
find rendering such service will get 
the business on lamps for you when 
the contract expires, and in the mean- 
time you will get other business. 

Be the first to show-new lamps as 
they come out. It helps your prestige 
with people who may not be buying 
from you, and you cannot afford to let 
a competitor show a new lamp first to 
your customers. 

Keep a careful card index follow-up 
system of every large lamp user in 
your territory, where you record all 
data you can obtain regarding his re- 
quirements, such as voltage, fixtures 
used, contract expiration, ete. It will 
prove invaluable to you. 

When vou learn of new buildings 
going up, or improvements to be made, 
go to the owner and offer him your 
services as a lighting expert in laying 
out his lighting. Even though at times 
it is not accepted, ¢ will give you the 
inside track for other business and the 
lamp business when he is ready. 














H. D. Ferris, treasurer of the Electric 
Appliance Co., Dallas, Texas, might say 
that the sun is making him frown that 
way but we know darn well it isn’t. He’s 
frowning from disappointment. You see 
he had an addition made to his family the 
other day and instead of being a boy as he 
would have it, it turned out to be a girl. 








REG.U S PAT OFF 


Pliers 


Cut and Stay Sharp 


HAT’S why they sell and 

stay sold, Their keen cutting 

edges are honed and tested 
to cut wire with the finest silk 
insulation. Handles shaped to fit 
the hand without pinching—de- 
signed with powerful leverage to 
increase cutting power. 
“Red Devil” Diagonal Plier No. 
942 shown here for all-around cut- 
ting purposes made in 4, 5 and 6 
inch sizes. 


“Red Devil” drop forged steel pli- 
ers are made in 100 styles and 
comprise every essential type for 
linemen and electricians—side cut- 
ting, end cutting, ‘diagonal cut- 
ting and button cutting pliers; 
reamer ‘nose, chain nose, flat nose, 
round nose, needle nose and com- 
bination plier ; nippers, pincers, etc. 


They have a ready demand 
and pay a handsome profit. 


SMITH & HEMENWAY C0., Inc. 


Manufacturers of “‘Red Devil’’ Tools 


266 Broadway New York, N. Y. 
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In the circle above is 
shown the torch and _ shield 
detached. 

The ‘‘Staysalite” Linemen’s Torch is nothing short of a boon to 
the telephone or telegraph lineman! 


Giving a hot flame quickly, it may be used either as a small heat- 
er or soldering iron. It burns alcohol without odor or noise and 
may be lit or extinguished in a moment. Light and handy, it 
may be carried in the lineman’s belt, and does away with a ground 


man on the emergency job. 


With the wind shield, it “‘Staysalite”’ and for the man on the 











Pliers 


a, et a pole it is unusually handy. He simply suspends the torch on the 
Climbers. wire under the joint with a short half turn of the upper rim. Fin- 
Sodaae iatene ished, he simply drops it back in his belt by means of the hook. , 
7 res bias Gives you an economical hot flame where you want it, when you 
eo want it. A Klein quality product that is a good buy—do you use 
Charcoal Furnaces them ? : 


‘Staysalite Torch 


Mathias 
Established 1857 Chicago Ill AY: 
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HERE IT IS! 


Just What They Want 


THE ANYLITE TWIN PLUG 


More 


Lighter 
Reliable 


Stronger 
Spring 


Neater Contacts 


Write for information 


ANYLITE ELECTRIC CO. 
FORT. WAYNE, IND. 


REPRESENTATIVES 


A. Hall Berry, 71-73 Murray St. - - - + = + New York City 
Paul W. Koch & Co., 19 S. Wells St. - - + + += + «= Chicago 
U. S. Electric Co., 710 Polk St. - = © = « «+ »« San Francisco 
S. E. Wiedemer, 5822 Central St. -- - - + += Kansas City, Mo. 
. John Winkler, 141 E. 4th St. - - - . . «+ «+ Cincinnati, Ohio 











Better and Cheaper 
Light for Signs 


Signlite will cut down power bills. 
It is the only lamp on the market 
for signs that is rated and guar- 
anteed not more than 10 watts. 


The concentrated filament of 
“Signlite” forces light downward, 
thus giving brighter and better 
light. “Signlite” is rugged and 
will stand up. Write today for 
discount and full details. 


OO 
Manufactured Exclusively for 


Save Sales Company 


Signlite with blue bulb 261 Broadway, New York 


Conceneaied Fi lament? Vacuum Lamps s for Signs 











O. Fred Rost | 


(Continued from page 23) 

He supplied each of the selected 
contractors a stock of appliances on 
consignment. Those operating in a 
location not suitable for retailing he 
influenced to seek more advantageous 
quarters, rigging them up to take the 
plunge by agreeing to make up wihat- 
ever difference occurred between their 
profit on the sale of appliances and 
the increase in rent occasioned by 
making the move. And he courted suc- 
cess for his plan by helping them with 
their window displays, their sales and 
advertising work, their accounting— 
all along the line, in fact. 

Thirty-odd retail qutlets for appli- 
ances grew out of that venture and 
they are all functioning successfully. 
Then, Rost turned his attention to de- 
veloping industrial business for his 
house. One or two significant facts 
point to those efforts having been suc- 
cessful, too. 

The company has paid dividends 
regularly, beginning after the second 
year of Rost’s management. The 
company’s credit losses for the last 
three years have been piffling. The 
business for December last was the 
best for any month in the history of 
the company. 

That artistic streak of Rost’s, as is 
true of any one of that temperament, 
supplies a persistent urge to accom- 
plish things in a better way. And he 
has worked hard to develop that phase 
of artistic talent which is expressed in 
the ability to visualize a plan in oper- 
ation, in advance of any moves to 
carry it out actually. That faculty is 
one that is of almost inestimable worth 
to any man who would detect the flaws 
in his plans while yet there is time to 
make corrections. 

As Rost says, the Newark Elec- 
trical Supply Co.’s business is small 
and flexible, and he therefore can 
afford to “think big and try out his 
ideas,” because of the ease with which 
the operation can be stopped and 
effort directed along another line. 
Just about a year ago he invited all 
the company’s distributors to an all- 
day meeting held in the banquet rooms 
of Stetter’s restaurant in Newark. 
Manufacturer’s representatives were 
there to explain the products that 
were on display. Rost came to bat 
with an offer of co-operation in the 
name of his company that was so fair 
and liberal that—well, Tue Jorrer’s 
SALESMAN, in reporting the meeting 
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referred to it as the “Golden Rule 
Banquet.” Rost says that the results 
have justified his confidence in their 
distributors and the future of the busi- 
ness; the affair will be repeated in the 
near future, with special trimmings. 

Getting back to the essay at char- 
acter analyzing, does the portrait sug- 
gest to your mind that the subject has 
had his share of hard knocks? Well, 
he has. He’s not keen about mention- 
ing such details, but there are some 
which must be included for the color 
they add te this story. 

Rost’s first job returned him the 
munificent sum of $4 weekly. “I 
found,” he said, “that I couldn’t get 
board and room at that figure; so I 
boarded myself. And if you know 
anyone who wishes to know of a diet 
that will keep them both hungry and 
slender, send them around.” 

While working at that job, Rost at- 
tended night school at Cooper Insti- 
tute in New York, and studied the 
course in nautical engineering—he 
was a “bug” about the water and ships 
in those days. And should you ever 
converse with him about life on the 
ocean waves he may tell you how such 
a life sums up from a deck hand’s 
point of view. Mind your “p’s” and 
“q’s” also, when you talk of law—he’s 
taken the course—or of selling auto- 
mobiles or managing a branch sales 
office; and that same caution holds 
good when the subject is accounting, 
purchasing, credit and so on. All of 
which is just another way of saying 
that “O. Fred” has gotten ahead by 
the usual route—hard work, hard 
knocks and hard thinking. 

“Married?” Of course. 

“Member of the E. S. J. A.?” Cer- 
tainly. 

“His favorite motto?” All things 
come to those who hustle while they 
wait. The best way is the easiest way. 





Electrical League of Columbus 
Organized 

Representative contract-dealers, job- 
bers and central-station men in Colum- 
bus, Ohio, have joined forces in estab- 
lishing the Electrical League of Co- 
lumbus. Besides carrying on educa- 
tional campaigns, the league will be 
devoted to social activities to solidify 
the electrical interests of Columbus. 
he initial membership was over fifty, 
and the following were elected officers: 
W. A. Wolls, president; L. A. Sackett, 
rice-president, and O. A. Robbins, sec- 
retary-treasurer. 











Frank Adam Lenileechiin 


The new Triumph Panel Board is an example how F. A. Products 
are developed into leaders. No effort or expense is too great to ex- 
pend in perfection. Because of this the Frank Adam name on 
any product is an actual guarantee of quality that makes that product 
of ready sale and lasting satisfaction. 


Manufacturers also of: 
Major Systems, panel boards and 
cabinets, knife switches, safety 
switches, fan hanger outlets, re- 
versible cover floor boxes and 
A. C. and D. C. Distribution , 
Switchboards. 


Sell quality to your customers at the time 
of purchase or they will pay for it in service 
loss, plus the dissatisfaction of both of you 
during the life of it. 


The new T-P Bulletin will be off the press 
soon—write for your copy. 


Frank Adam 
Glectric Co. 


ST. LOUIS, MO. 


' District Offices: 
Detroit, Minneapolis, New York, Dallas, 


Kasusas City, Cincinnati, Chicago, New 
Orleans, San Francisco, Los Angeles and 
Seattle. 
F 








safe one door Panel construction. 
Board, 


cover and conceal plug equipment. 
terminal connectien. 


Switches. 


of unit without dis- supports, 
turbing other units 
or balance of panel. 


A—An absolutely B—Two circuit unit 
C—Barriers, entirely D—Standard fuse 
E—Terminals_ easily F—Heavy duty 30- 
accessible. ampere Tumbler 


G—KEasy replacement H—Patented corner 
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The Policy of the 
Burton-Rogers Co. 


in merchandisirig. 


Hoyt Electrical Instruments 


is to offer in all of its advertising the simplest 
and the most thorough sales helps. 


Among our publications are two pamphlets: 


‘¢Hunting Down Electrical Troubles”’ 
‘*The Cadmium Test’’ 


Both dealing with automotive electrical testing ; the one 
for general work, the other for storage battery work. 


Write for these and learn the many ap- 
pealing advantgges in selling electrical 
instruments in a rapidly expanding field. 


BURTON-ROGERS CO. 
755 Boylston Street Boston, 17 Mass. 
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Something More 
to Sell! 


Emerson Exhaust Fans! 


When did you last 
sell an exhauster? 
Or try to? 


Get out your 
Emerson price book 
No. 54 and turn to 
pages 29 and 3l. 
Figure the contract- 
or's cost on any fan 
--12 to 24 inch--and 
the chances are 
you'll be surprised. 
So will he! 


There's a lot of 
data and dimensions 
in the price book 
and more in a bulle- 
tin which we'll be 
glad to send when 
and where you say. 


We have all sizes 
in stock for 60 
cycles and D. C. 
You'll get prompt 
shipment when we 
get the order. 


The Emerson Electric | 


Co. 
New York 


Mfg. 


St. Louis 
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When Noah Sailed 
HE ark had shoved off. No sooner 
had it begun to navigate toward 
nowhere in particular, with Shem at 
the tiller and Ham in the cooking gal- 
ley, than the guests began criticizing. 

“The whole barge smells mighty 
like tar and mothballs,’”’ said No. 1, 
sniffing. 

“Where do we go from here, and 
why, anyhow?” asked No. 2. 

“Durn it,’ grumbled No. 3, slapping 
the back of his neck suspiciously, “I 
knew there was more’n two mosquitoes 
come aboard this old scow.” 

Noah grinned cheerfully. ‘“Knock- 
ers’ convention meets tomorrow morn- 
ing; not today, friends,” said he. 

No. 4 frowned and then winked at 
No. 5. “Bet you a hat, Noah, you 
furgot to bring a pair of watts on this 
said No. 4, “and anyway, 
watt’s a watt?” 

Noah chewed his beard. 

“And that means,” remarked No. 5, 
“that there won’t be no family of 
wattsies for future generations to play 
with and feed ’n’ everything. Care- 
less of you!” 

Noah wandered into the galley. 

“As long as electricity hasn’t been 
invented,” said he to Ham, “there's 
no chance of us settling it. Still, I 
believe a watt is a breakfast food, not 


cruise,” 


an animal; eh, Ham?” 

But the cook shook his head. “I 
dunno anything at all about wattsies or 
Anyway, who 
cares what they are? It’s what they 
do I’m interested in,” said he. 

Noah spat and nodded his head— 


ampsies or voltsies. 


and the waves lapped lazily on. 





“A-B-C” Stuff 


There really are people in the world 
as ignorant as the old-timer who said 
there hadn’t been any war—it was just 
Ty ° 
This 
incident should serve to impress sales- 
men with the fact that it is necessary 
tc remember the A-B-C’s of business. 


newspaper talk to boost prices. 


As you learn the intricacies of your 
product, don’t’ make the mistake of 
thinking that everyone else is also wise 
to it., Don’t be like the man who 
wouldn't invest in a baby carriage fac- 
tory for fear all the babies would grow 
up and .the market would be gone. 
There’s always a new crop of begin- 
ners coming along, and there are just 
as many opportunities to get business 


from them as from old customers. 











Talk 
Lightning 


Protection— 











Garton-Daniels 
Arresters 


Expulsion Type 


Arresters 


You can sell two Keystone 
Expulsion Type Lightning Ar- 
resters for the protection of each 
unprotected A. C. transformer 
installed in your territory. Urge 
all of your customers to follow- 
out the “100% Protection” meth- 
od. This new method, you 
know, is simply the protection 
of each individual transformer 
with Expulsion Type arresters. 
It has been found that by in- 
stalling Expulsion Arresters in 
this way that the lightning 
troubles formerly experienced 
by your customers would be tre- 
mendously decreased—in many 
instances practically eliminated. 


Garton-Daniels Lightning Ar- 
resters should be recommended 
for all A. C. and D. C. station 
protection and large important 
line apparatus. 


Now is the time to get your 
customers started on lightning 
protection, and to get the great- 
est assistance from our adver- 
tising. 


Ask Your Office for Your Copy of 
Our Bulletin No. 183 


ELECTRIC SERVICE 
SUPPLIES CO. 


Manufacturer of Railway Material 
and Electrical Supplies 


PHILADELPHIA 
17th and Cambria Streets 


NEW YORK CHICAGO 
50 Church Street Monadnock Bldg. 


Branch Offices: BOSTON, SCRANTON, 
PITTSBURGH 











The first roll dries and smooths: 
The second roll adds a perfect finish 


Ads that Pave the Way for the Salesman 


UR new series of ROTAREX and APEX magazine advertisements are not designed merely to “back up’ 
the saiesman but to GO AHEAD of him into the home and to prepare the housewife for his visit. 
The above is one of two realistic photographs of the ROTAREX Electric Clothes WASHER and the RO- 
TAREX Home Double Roll TRONER that will cover two pages in the April number of Good Housekeeping 


RsTaREX:c": IRONER 
Cipe™ cleaner 


ASHER 


ELECTRIC 
CLOTHES 


RSTARE 


with a special message to housekeepers you should not fail to read. 
ROTAREX and APEX dealers, jobbers and salesmen find in our advertising 
helps and co-operation, including our great cash prize contests for salesmen, an in 
telligent understanding of their problems and needs. 
You and your salesmen, your dealers and their salesmen are entitled to every 
assistance that will make your work easier and more productive. 
Are you and your distributers getting it? You owe it to yourself to investigat« 
our proposition. 

THE APEX ELECTRICAL DISTRI 
EAST 152nd STREET, CLEV 
Room 


BUTING COMPANY 
ELAND, OHIO 
Canadian Factory 


Electrical Mfg. Co., Ltd 
Toronto, Ont. 


1067 
Office and Show 
461 Eighth Avenue 
New York, N. Y 


Export 
Apex 


Atlantic Ave., 


) 
US 








SUNSHINE 


for the 


JOBBER AND HIS SALESMEN 





MOTOR IS 
WIRING 
INDEPENDENT 
OIL 
ALANS UNIT WITH 


HANDLE- 
LOCKING 
HM DEVICE 


ADJUST 
NOZZLE 


ACCESSIBLE meat 
a ALUMINUM 7 
/ a 


DETACH 
NOZZLE TO 
USE 
ATTACHMENTS 


SWIVEL 


ONLY 
—_ CASTER 


AS 
PROTECTIVE 
alae RUBBER COVER FOR 
ADJUSTA CARRIER MOTOR 
TO THREE WHEELS 
POSITIONS 


The “business end” of the SUNSHINE ELECTRIC CLEANER 











Study the illustration carefully; note the exclusive Sunshine motor installa- 
tion, in which the motor is an independent unit—all parts instantly accessible 
for inspection. This is only one of Sunshine’s famous selling features. 


PROFIT—POLICY—FINANCE PLAN 


Sunshine is a Cleaner produced exclusively for jobber distribution and it fol- 
lows that the profit to jobber and dealer has been adjusted accordingly. This, 
coupled with the Sunshine Finance Plan, affords the dealer a sales oppor- 
tunity that cannot be excelled in the electrical appliance field today. 


SUNSHINE ELECTRIC CLEANER 


A PRODUCT OF 
The Wise-McClung Manufacturing Company 


‘Its Guarantee of Quality’’ 


SUNSHINE SALES COMPANY 


NEW PHILADELPHIA, OHIO 





















Six 


(1) 
(2) 


(3) 
(4) 


(5) 










(6) 


Selling 
Points 


Retail 3 






Solid Casing. No pos- 
sibility of current leak. 
No exposed metal 
parts. 

One piece machine. 











Tension can be regu- 
lated from outside. 


Tension bar across top 
of machine to hold ad- 
justment permanently. 
Thorough, clean-cut 
construction through- 
out. 





es 


SHELTON 
\ Violet Ray 


When You Sell the Shelton 
Machine the Guarantee 
of a Thoroughly 


Prices 


eS 





a 


$35.00 







Mr. Jobber’s 
Salesman, your 
house handles this. 
Sold through the Elec- 
trical Jobbing Industry. 


ALBANY, N 
Havens Electric Company Republic Electr 
ATLANTA, GA. DALLAS 
Carter Electric Company 


Pettingell-Andrews Company 
Wetmore Savage Company 
BUFFALO, N. Y 
McCarthy Bros, & Ford 
BUTTE, MONT 


FORT WAY 
Protective Elect 
HOUSTON, 
Southwest General 


CHICAGO, ILL. KANSAS CI 


16 E. 42nd St., New Y 





CLEVELAND, OHIO 


ric Company 
TEXAS 


Southwest General Electric Company 


BALTIMORE, MD. _ DAYTON, OHIO 
Southern Electric Company Wm. Hall Electric Co. 

BERKELEY, CAL. DETROIT, MICH 
Pacific States Electric (Company Electrical Warehouse 
BOSTON, MASS EL PASO, TEXAS 


Southwest General Electric Company 


NE, IND 

ric Company 
TEXAS 
Electric Company 


. , ede - INDIANAPOLIS, IND 
Electrie Equipment Company Varney Electric Supply Company 


TY. MO 


Central Electric Company Funston Electric Company 

Klectric Appliance Company LUS ANGELES. CAL 
CINCINNATI, OHIO Pacific States Electric Company 

F. D. Lawrence Electric Co. Woodhill Hulse Electric Company 


ork 





LOUISVILLE, KY 
ardware & Mfg. Company Wheeler-Greene Electric Supply Co 

MILWAUKEE, WIS 

i. Q. Electric Company 

NEW YORK, N. Y¥ 

Manhattan Electric Supp'y Company 


PORTLAND, ORE 
States Electric Company 
Stubbs Electric Company 


Shelton Electric Company 


30 E. Randolph St., Chicago 


Repu- 
table and Well-Known 

Organization is Behind 
Your Efforts. 

















ROCHESTER, N. Y 


SALT LAKE CITY, UTAH 
Capitol Electric Company 
SAN DIEGO, CAL. 


Electric Supply Co Electric Supply & Distr. Company 
NORFOLK. VA SAN FRANCISCO, CAL 
Woodhouse Electric Comp2ny Pacific States Electric Company 
OKLAHOMA CITY, OKLA Kohlway-Smith Alfs (Service Station) 


Southwest General Electric Company ST. JOSEPH, MO 

PHILADELPHIA, PA ; 

Philadelphia Electric (mmpany 
Supply Department 
PITTSBURGH, PA 


American Electric Company 
ST. PAUL, MINN 
Northwestern Electric Equip. Company 


Doubeday-Hill Electrie Company _ SEATTLE. WASH 
Robbins Elcetrie Company Pacific States Electric Company 
Union Electric Company UTICA, N. Y¥ 


Porter Electric Company 
WASHINGTON, D. € 
Carroll Electric Company 













































Type A. Motor 
_ Type F. R. Motor 1-25 H. P. Smallest Type C Motor Type D Motor 
Hair Dryer 1-25 H. P. Jeweler’s size for laboratory work. 1-16 H. P. Medium % H. P. Best size for all 


Both hot and cold air blasts, lathe motor with rheo- Type B same as Type size laboratory motor. kinds of dental laboratory and 
Detachable heating unit. stat foot control. A with nickel finish. Universal type. jeweler’s motor work. 


t—igt 


Once Again Selling 1. cote 


H. P. motor. rit R. 
P. % Reach of arm 44”. Ex- 


Pp romises Keen Sport! tension 2”. Complete * equip- 


HE salesman’s occupation has come back! 
Model 4 Mi . ; 
A — sturdy, efficient Things used to sell themselves. Quality 
ae k ixe .. , ] f . , . . 
ae Ganetin cece cee tee didn’t matter. Price didn’t matter. Any old 
eS ae eee See kind of service would do. But now—what a 





enamel, 
change! Widespread economy in buying has 
forced a new factor into the sale of goods. 
if No. 2 O. G. Grinder 
Salesmen must now give sound reasons why 1-6 H. P. Motor. 10,000 R. 


Motor spindle reach 


the merchandise they offer should have the is". “Ball bearings. Complete 
preference. equipment. 


Jobber’s salesmen who carry the dominantly adver- 
tised, quick-selling DUMORE line of electric tools 
and appliances will find sales resistance reduced to 
the minimum. The DUMORE name is an effective 
talking point. DUMORE performance is a constant 


source of satisfaction to user and distributor alike. No. 2 A. G. Grinder 


i ici ic d 1-6 H. P. motor. Motor spin- 
To the former it means efficient power service an git HF, raster, Motos soto. 


upkeep economy—to the latter it assures pleased ternal spindle 30,000 R. P. M. 
Internal spindle reach 3”. Com- 


customers which insure a permanent growth in tool geal mo sepmie | 
and appliance business. 


Dental Engine (with stand) 

Equipped with S. S. White Getting your sales manager to stock the DUMORE 
ne a a yg Rae line will result in profitable new business for your- 
foot. rh stat. Motor has re- self. Remind him that the DUMORE line is com- 
a an aoe plete. And, as you know, stocking one complete 

line cuts down the investment, speeds up the turn- 
> : over and increases the percentage of profit. Ask 


him to think it over. Ne. 2 B. G. Grinder 

1-6 H. P. Motor. 10,000 R. 
. M. Reach of arm 10”. 
Complete equipment. 








Wisconsin Electric Company 


Dental Engine (with base) 1605 Sixteenth St., Racine, Wisconsin. 
Same as stand model above 

except for highly polished Manufacturers of 

heavily nickeled base. UMORE 


No. 2 C. G. Grinder 


ELE( TRICAI i OO] Ss 1-6 H. P. Motor. Motor spin- 
die speed 10000 R. P. M. At- 


tachment spindle speed 50,000 


and APPLIANCES R. P. M. Complete equipment. 








Billiard Table Cleaner 


Cleans thoroughly without 
affecting nap of cloth. 





Upholstery Cleaner 


_ Dumore motor, operat- as . ¥ Model 2 A. D. Drill 
ing on direct or alter- : . / Capacity \”. Stroke 
nating current. Two ; 3%. Drills to cen- 
leather bound China m ter of 7%”. Ad- 
bristle brushes. 10 feet justable table. 
special vacuum cleaner Model 1 A. D. Drill 
hose. 25 ft. portable Capacity \”. Length 
cord. 10”. Helical gears. ff Model 2-B D Drill 
| Capacity 44”. Stroke 


’ 
34”. Drills to cen- | | 
ter of 8” piece. Ad- E 7 
justable table. a SP 2 - 
Height 20%”. v 


No. 3 Multi-speed Grinder 
¥ is \% H. P. motor. Six interchangeable spin 
Model 1 B. D. Drill ¥ den and seven quick-change pulleys. Spi! 
Capacity 4”. Length . speeds 3600 to 50,000 R. P. M. A remarkal! 
1214”. Ball-bearings. J a Model 2-B D Drill grinder. 
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What Standardization Will 
Accomplish 

Some of the objects which standard- 
ization of products accomplishes are 
summarized in the following recent 
statement from the American Engi- 
neering Standards Committee, 29 West 
39th street, New York: 


(1) Stabilize production and employ- 
ment, since it makes it safe for the manu- 
facturer to accumulate stock during 
periods of slack orders, which he cannot 
safely do with an unstandardized product. 


(2) Reduces selling cost. This is gen- 
erally overlooked. Possibilities of reduced 
costs are generally even greater in distri- 
bution than in production. 


(8) It enables buyer and seller to speak 
the same language, and makes it possible 
te compel competitive sellers to do like- 
wise. 

(4) In thus putting tenders on an easily 
comparable basis, it promotes fairness in 
competition, both in domestic and in 
foreign trade. 


(5) It lowers unit costs to the public by 
makfng mass production possible, as has 
been so strikingly shown in the unification 
of incandescent lamps and automobiles. 

(6) By simplifying .the carrying of 
stocks, it makes deliveries quicker and 
prices lower. 


(7) It decreases litigation and other 
factors tending to disorganize industry, 
the burden of which ultimately falls upon 
the public. 


(8) It eliminates indecision both in pro- 
duction and utilization—a prolific cause of 
inefficiency and waste. 


(9) By concentrating on fewer lines, it 
enables more thought and energy to be 
put into designs, so that they will be more 
efficient and economical. 


(10) By bringing out the need of new 
facts in order to determine what is best, 
and to secure agreement on most questions, 
it acts as a powerful stimulus to research 
and development—and it is thus in decided 
contrast to crystallization resulting from 
fixity of mental attitude. 


(11) It is one of the principal means of 
getting the results of research and devel- 
opment into actual use in the industries. 

(12) It helps to eliminate practices 
which are merely the result of accident or 
tradition, and which impede development. 

(18) By concentration on_ essentials, 
and the consequent suppression of confus- 
ing elements intended merely for sales 
effect, it helps to base competition 
squarely upon efficiency in production and 
distribution and upon intrinsic merit of 
product. 

(14) Standardization is increasingly im- 
portant zor the maintenance and develop- 
ment of foreign trade. There is strategy 
in nationally recognized “American” 
specifications. 

(15) The efficiency of competing coun- 
tries, increasing through national stand- 
ardization programs, is liable to transfer 
competition from foreign markets to our 
own shores. 

(16) Joint effort in bringing about 
standardization within and between in- 
dustries almost invariably leads to better 
understanding and to beneficial co-opera- 
tion along other lines—a step toward the 
integration of our industries. 








Important Announcement to Jobbers 








THE KELLOGG SWITCHBOARD & SUPPLY COMPANY 


announces the manufacture and sale 
of Radio Head Sets, Vacuum Tube 
Sockets and Bakelite Strain Insulators. 


It is our intention to manufacture 
and carry an unusually complete line 
of Radio apparatus and supplies. 


The quality of Kellogg Radio ap- 
paratus is backed by the Kellogg repu- 
tation and the slogan that— 


“Use, is the Test” 


Jobbers wanted in all cities 


KELLOGG SWITCHBOARD & SUPPLY COMPANY 
Chicago, Illinois, U. S. A. 














The 





ce ACE 
A New Porcelain Bell Ringing Transformer 


Its handsome appearance recommends it. 
Its dependability in severe service conditions establishes 
firm friendships for the seller. 


The culmination of ten years’ experience in the manu- 
facture of low voltage transformers. 


Low Voltage Transformers 


constitute the most complete line on the market embody- 
ing the highest degree of design, material and work- 
manship. 


DONGAN ELECTRIC MFG. CO. 
2987-2993 Franklin St. ‘ Detroit, Mich. 
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MANUFACTURERS 

















Tue First national co-operative 
advertising campaign ever conducted 
by a group of manufacturers of elec- 
trical household labor-saving devices 
was launched in February when the 
Vacuum Cleaner Manufacturers of 
America, producing cleaners under 
the Kenney license, fired the first gun 
in leading newspapers and the elec- 
trical trade The of 
this concerted drive is to educate the 
housewives of America to the advan- 
tages of electric cleaning, 
and at the same time provide tangible 
co-operation with those distributing 
and selling cleaners. While the sales 
of cleaners during tha past few vears 
have been very large, statistics show 


press. purpose 


vacuum 


that less than one out of every three 


families living in present wired 


homes has such a device, while the 
percentage of owners using 
attachments (the tools complete) is 
much smaller than might be expected 
the of 
16 manufacturers contrib- 


cleaner 


considering number sales. 
There are 
uting to the campaign, representing 
practically the entire industry. The 
campaign continue for nine 
months, the advertisements appearing 
in +7 metropolitan Sunday and daily 
papers, having a combined circulation 
of nearly 37,000,000 readers month- 


will 


ly. The months of insertions will be 
February, March, April, May, June, 
September, October, November and 
December. Each announcement will 
tell about some important factor of 
house-cleaning and why and where 
the cleans _ better, 


electric vacuum 
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before, but is now. 















| 

| Ever see a “treating” plant? Here’s a view of the Valentine-Clark Co.’s_ butt- 
preservation plant at Minnesota Transfer, near Minneapolis. 
cedar poles going through the process of “butt-preservation”—in other words receiv- 
ing the “Elixir of Life’—increasing the life of poles. 
standard processes and will handle orders for butt-preserving the poles of your cus- 
tomers, no matter from whom the poles were purchased. 
Incidentally it may not be out of place to say that the Valen- 
tine-Clark Co., which began business 33 years ago, state that they installed the first 
treating plant in 1908 (the first one in a pole yard); that their treating plant oper- 
ates 24 hours daily; that under ordinary circumstances they can get a car load of 
treated poles in transit in 12 hours; that inspection is made from the customer's 
standpoint, not their's; that only pure coal tar distillate creosote and highest grade 
carbolineum are used; that’ there are poles treated the V-C way which have been in 
the ground 18 years and show no decay and that they maintain stocks of western 
and northern cedar poles in more than 10 yards. 


It shows a bunch of 
The V-C company uses four 


That wasn’t possible 








more easily and cheaply. The adver- 
tisements make a strong appeal for 
the reader to: get in touch with his lo- 
cal electrical dealer or lighting com- 
pany. There will be a message in 
each telling about the relationship of 
the lighting company’s service to elec- 
tric cleaning. There will be recom- 
mendations for more convenience out- 
lets, better lighting and a greater use 
generally of electric labor-savers in 










housekeeping. 

It is expected that the manufactur- 
ers—who will in no way abate their 
individual advertising—will feature 
the slogan of the co-operative cam- 
paign, “Banish Dirt and Dust with 
the Electric Vacuum Cleaner,” in 
their own Most of 
them have supplied their dealers with 
proofs of the initial advertisement 
and the schedule of insertions, so that 
the retailers may effectively couple ap 
their local sales and advertising ac- 







announcements. 








tivities to this movement. 







AN ORIGINAL and novel method of 





demonstrating violet-ray machines is 
described in a broadside being sent 
out to dealers by the Bleadon-Dun 
Co., 213 South Peoria street, Chicago, 
manufacturer of the ‘Violetta”’ 
It consists of a sticker which 





ma~ 





chine. 
the dealer places on the inside of his 
show window and which invites the 
public to get a free treatment. A vic- 
let-ray machine in operation behind 
the sticker operates through the win- 
dow glass, and serves to draw the 
The idea is being tried by a 
large number of dealers, and besides 
creating interest and drawing a 
crowd, it has in every case resulted 













crowd. 


in many direct sales. 


SUBSTANTIAL increases in business 
are reported by the F. W. Wakefield 
Brass Co., Vermillion, Ohio, manufac- 
turer of lighting specialties. In addi- 
tion to regular production of the 
company’s “Red Spot” hangers for 
commercial lighting units, the Wake- 
field plant has been engaged in mak- 
ing suspensions for ‘Keldon’ -inits 
manufactured by the Ivanhoe-Regent 
Works of General Electric Co. 
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With the Sales Manager 


Second of a Series of Talks to Jobbers’ Salesmen by Sales 
Executives of Leading Electrical Manufacturers 
By L. L. BRASTON 


Sales Manager, The Trumbull Electric Mfg. Co 


HESITATE very much to attempt 
to give words of alleged wisdom to 
jobbers’ salesmen, or any other sales- 
men at this time when the sales fra- 
ternity in general is fed up on advice, 
sales platitudes and ‘‘go-getter” phil- 
osophy ad libitum and ad nauseum. 
Every jobbers’ salesman is aware 
that he, as a salesman, is in a very 
strategic position, having in his own 
hands to an unusual degree the pros- 
perity and success of his firm. 
Orders do 
come in. They aré 
found after dili- 
search and 
manipula- 
There are 


not 


gent 
skilful 
tion. 
ten men after each 
and 


expects its 


order each 
house 
own salesman _ to 
be the winner out 
of the ten. Of the 
ten firms the ones 
that 


the ones that get 


prosper are 
an average of more 
than their share. 


The 
still or go back. 


others stand 


The past good 
service and 
high regard in 
which any firm has 


past 


been held now stands it in good stead. 
But even more than that does its rise 
or fall depend upon the type of sales- 
men it has. 

The “traveling ambassador” is no 
longer a winner. It is the fellow 
who rolls up his sleeves, hypothetically 
spits on his hands and digs down into 
the rat-holes, who keeps his firm’s 
head above water. 

Popularity, the crease in the trou- 
sers, the shine on the shoe, the smile 
on the face, all count, but they do not 
count “one-tosthree” with hard work 
and the everlasting “at-it” during the 
noon hour, or before breakfast, or 
when the moon is on the ice field, if 
necessary. 

In a buyer’s market, hand in hand 
with the necessity for hard work goes 





L, L. Brastow 


the necessity for more than usual 
knowledge of the line you are selling. 

Sometimes it is rather distressing to 
hear (although it may be perfectly 
true, in fact) from jobbers’. salesmen 
and from jobbers’ sales managers that 
it is impossible for a salesman to know 
everything about all the lines he han- 
dles. It is impossible for anybody to 
know everything about anything, but 
it is possible for everybody to know 
more about a whole lot of things. 
There is great 
necessity and 
plenty of oppor- 
tunity for .every 
jobbers’ salesman 
to be better in- 
formed on any 
given line in which 
there is a satisfac- 
tery margin of 
profit. 

Naturally I drift 
toward safety 
and in 
gen- 
eral remark about 


switches 
making this 


the need of job- 
bers’ salesmen 
learning more than 
ever before about 
the lines they han- 
dle I include safety 
switches, the 
knowledge of which is very easily ob- 
tained, but which is very necessary if 
a salesman is looking for anything 


more than the most mediocre success. + 


Perfunctory salesmanship is as dead 
as the wild days of 1920. Nobody 
cares much for the “wind jammer,” 
but everybody does care a whole lot 
for a salesman who can give him a 
tip on how he can turn a dollar. You 
can bet your Eskimo Pie that the more 
a man knows about the goods he han- 
dles, the more a man reads and studies 
the trend of the times, market condi- 
tions, the ways and means of competi- 
tors, both in the manufacturing and 
jobbing field, the fuller will be his 
storehouse from which to draw help 
for the customer. 


There is so much astonishing energy 











“AMERICAN Brand” 


f WEATHERPROOF WIRE AND CABLES | ' 
HAS NO EQUAL 


“AMERICAN 
BRAND” 


Weatherproof and 
Bare Copper Wire 
and Cables 


The most recent sta- 
tistics available indicate 
real activity in building 
this spring, and _ the 
wise salesman is push- 
ing “American Brand”’ 
Wires and Cables for 
all construction 





pur- 
poses. 


They have stood up 
for 21 years and ex- 
treme and ex- 
haustive tests have sup- 
ported our claims that 
the user is assured com- 
plete satisfaction, dur- 


usage 


ability and economy. 


Tell your contract- 
to build it with 
“American Brand” 
Weatherproof, Copper 
Wire and Cables. 


ors 


American Insulated | 
Wire & Cable Co. 





CHICAGO 

















HAS NO EQUAL 
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NATIONAL PRODUCTS 


‘All You Require When You Wire” 


“Sell ’em 


Something Better” 


That’s Why National Products Sell Everywhere 


National Metal Molding © 


PITTSBURGH 


Not for Merely ONE Year, but 


For the Life of the Clock! 


Which Is Many, Many Years 


The 


ever produced, 


IS THE SECRET 


It eliminates all friction, arcing and corrosion. 


Many strong selling points, and we protect the jobber always. 


Prompt Service—Liberal Discounts. 
Send for Literature. 


Mercury Time Switch Co. 


31 E. Woodbridge St. 
Detroit, Mich. 


Eastern Representatives 


Manufacturers’ Distributing Co., 169 Greenwich St., New York City 


“Sell "Em Something More” 








GUARANTEED 





Mercury 


Automatic 
Time Switch 
Is the simplest device of its kind 


A MERCURY CONTACT 








and brilliancy being developed in sales- 
manship in these parlous times that 
the man who is a sluggard in act, 
thought and insight is pretty apt to be 
left at the station and his firm with 
him. 

The more keen the competition for 
any given order, the more keen the 
sales ingenuity; exactly in proportion 
as the buyer watches his own market 
so must the salesman watch for his 
own opportunity—it is only the keen 
ones who get it. 


Perhaps the whole subject of sales- 
manship these days can be summed 
up in just four words, “mental and 
physical alertness.’”” A man who has 
not developed this double-headed alert- 
ness can classify as a peddler only, 
not as a salesman. 


Oscar Avuretius Morener, for- 
merly with Woodward & Triman 
Printing Co., St. Louis, and later with 
the Wynkoop, Hallenbeck, Crawford 
Co., New York City, has established a 
business of his own under the firm 
name of Oscar Aurelius Morgner at 
19 West 44th street, New York. For 
15 years he has been engaged in mak- 
ing catalogs for the electrical, mill, 
hardware and automotive supply 
trades and has contributed largely to 
the improvement. Mr. Morgner is 
planning several innovations in elec- 
trical supply catalogs and will issue 
them in national standard catalog size 
of 714 by 10% in.. nd t 


Ir You Like large souvenir lead 
pencils with a heavy black lead, just 
drop a post card to Vic Fullman, 
Steel City Electric Co., 1207 Colum- 
bus avenue, Pittsburgh, Pa., and ask 
for one. He writes that he’s got a 
whole drawer full of them, and would 
like to distribute them among the 
trade, especially jobbers’ salesmen. 
No strings, “buts,” “ifs,” or ‘“‘ands”’ 
are attached to the offer. Send us 
one, too, Vic. 


In Orper to make the dealer’s 
work in selling lighting equipment 
easier the Beardslee Chandelier Man- 
ufacturing Co., 218 South Jefferson 
street, Chicago, has prepared a new 
catalog descriptive of its “Denzar” 
lighting units. The nine instructive 
features of the “Denzar” are illus- 
trated and explained, and suggestions 
are made how to sell them in stores, 
schools, offices, banks, garages, hotels, 
libraries, etc. 
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New Electrical Products, Illustrated 








The “Bayley Junior” variable-speed 
ventilating fan, manufactured by the 
Bayley Manufacturing Co., Milwaukee, 
is unique in that it is equipped with a 
speed-controlling device that permits 
of a variation of 2.5 to 100 per cent of 
full speed without any variation in the 
speed of the motor. This regulation is 
accomplished by varying the belt ten- 
sion by turning a hand wheel. The 
motor is hinged at the base so that by 
adjusting the hand wheel the pulley 
end of the motor is moved toward or 
away from the fan pulley, thus in- 
creasing or decreasing the belt tension. 
Aside from affording control of speed, 
this method assures economy of energy 
consumption. It also leaves the motor 
free to start up at full speed with 
practically no load, and gradually pick 
up the load, thus eliminating high 
starting current and consequent dam- 
age to windings. The motor is equipped 
with a special self-ventilating pulley 
that prevents burning of the belt while 
picking up the load. The fan is made 
in sizes ranging from 16 to 48 in. 








The “Star” toaster is the latest addi- 
tion to the line of electric householld 
appliances manufactured by the Fitz- 
gerald Manufacturing Co., Torrington, 
Conn. It possesses a number of new 
departures in toaster construction, the 
chief feature being a new method for 
reversing the toast. It comes complete 
with separable plug and 6 ft. of cord, 
is guaranteed for one year, and retails 
for $5. 














A small electric grill—size, 5 by 5 
by 8 in.—called the “New Junior Grill 
No. 236,” has been placed on the mar- 
ket by the Russell Electric Co., 140 
West Austin avenue, Chicago. It is 
nickel-plated with insulating handles, 
and is of rigid construction. Its light 
weight—only 1 lb.—makes it very 
handy for travelers. The retail price 
is $1.95 and the grill is backed by the 
“Hold-Heet” guarantee. 











A very shallow type of rotary switch 
with a base only % in. in depth has 
been added to the line of push-and- 
pull canopy switches made by the Cut- 
ler-Hammer Manufacturing Co., Mil- 
waukee. The new rotary switch is 
small, the diameter being less than 
1 in., making it suitable for use in 
shallow wall brackets, canopies and 
plates. Even where this canopy has 
but ¥% in. recess, these switches may 
be used without cutting away plaster 
in back of the canopy. Operation is 
by means of the small rotary button. 
The rating is 0.5 ampere at 125 volts. 





The most recent development in twin 
plugs made by Anylite Electric Co., 
Fort Wayne, Ind., is shown above. It 
supersedes the style previously made 
by the company. Greater strength, 
neater appearance, ability to make 
contact in any socket and spring con- 
tacts are the claims made for this plug. 
It is rated at 660 watts, 220 volts, and 
will be packed in attractive individual 
cartons. 








The illustration shows a new form 
of safety entrance switch called the 
“Kantshok” and developed by the 
Lewis Electric Co. Minerva, Ohio. 
This device includes the safety switch, 
two circuit cutouts, meter protecting 
and testing device, and all the neces- 
sary connections. It is furnished com- 
plete, eliminating assembly on the job, 
being self-aligning and needing only 
four screws for installation. When the 
outer door is opened, as shown in the 
illustration, only the fuses are exposed, 
thus affording protection against shock. 
The switch is being manufactured for 
30-ampere capacity at 125 volts, two- 
pole, two-circuit. 


The “Sol-San” (Solid-Sanitary) is 
an all-steel knock-down tub bench de- 
signed by the Wriskell Bench Co., Co- 
lumbus, Ohio, for use with electric 
washers, furnishing a means for hold- 
ing rinse tubs and clothes basket in 
proper position and at proper height. 
It is made of steel angles, with all 
parts electrically welded, no_ bolts, 
screws or rivets being used. Its knock- 
down feature is afforded without hinge 
joints, and it knocks down or sets up 
without the aid of tools. For storage 
or shipment it wires in bundles 4.5 in. 
by 4 ft., which is a desirable feature 
from the standpoint of the jobber, 
dealer and user. 
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The “Cadillac Junior” is a compactly built electric washing 
and wringing machine designed for use in the bathrooms or 
kitchens of small apartments and homes. It is manufactured 
by the Cadillac Washing Machine Co., 325 West Ohio street, 
Chicago, and has a capacity of three sheets, 20 towels or 
equivalent. The machine is about 18 in. square and 34 in. 
high, made all metal and finished in white enamel. The 
washer is of the oscillating type, the tub being of copper. 
The wringer is power driven, has 10-in. rolls, swings in any 
position and folds down into the cabinet when not in use. 
At the bottom of the machine is a storage space for soiled 
clothes. 





A combination portable electgic drill and grinder has been 
developed by the Wodack Electric Tool Corp., 23 South Jef- 
ferson street, Chicago, which will find application in shops 
and factories where hand drilling and grinding operations 
are performed but where there is not enough to warrant the 
purchase of two separate machines. It can be used for 
drilling holes in wood or steel and has a capacity of 0.125 to 
0.425 in. in steel. When used as a grinder it carries a 6 by 
0.75-in. wheel. Two separate speeds are provided, the slow 
speed for drilling and the high speed for grinding. The 
complete weight of the tool is but 18 lb., while the motor de- 
velops 0.5 hp. under load. In addition, this tool is fitted with 
the switch located in the top handle, of the quick-make-and- 
break autematic-stop type, which insures the operator of 
having the tool under control at all times. Aluminum cast- 
ings and ball bearings are used throughout. The tool is 
simple in construction, vet so fugged to withstand the hard 
service a tool of this kind is frequently subjected to. The 
motor is of the universal type, and the speed change is a 
very simple operation, as is the operation of changing the 
grinding wheel attachment in place of drill bit, or vice versa. 
The entire tool is built in the company’s factory, including 
the electric motor, and in addition to the regular guarantee 
of one year against electrical or mechanical defects, the com- 
pany also agrees to rewind the motor once free of charge 
during the same period, should it burn out for any reason. 





The No. 651 appliance 
switch plug is a new device 
recently introduced by the 
Bryant Electric Co., Bridge- 
port, Conn. It will fit prac- 
tically all makes of heating 
appliances and its most im- 
portant features are a toggle 
switch mechanism; self-ad- 
justing spring, which make 
practically tight connection 
to the pins of the appliance; 
and very hard, dense com- 
position casings which will 
stand a lot of abuse. By re- 
moving two screws, the con- 
tacts can be renewed when 
they become pitted and 
worn. This is a very prac- 
tical feature. No. 651 plugs 
are packed in four-color 
counter display cartons, each 
containing 10 plugs. These 
display outfits are of great 
assistance to dealers in mak- 
ing sales. 





STEEL SPRINGS Wmich WOLD CONTACTS FIRMLY OW 
APO AN ASSURE TIGHT CONNECTIONS. 








Westinghouse Electric & Manufacturing Co., East Pitts- 
bugh, Pa., has announced the type F-11 line of manually 
operated, non-automatic and automatic moderate capacity 
indoor circuit breakers, with one, two or three trip coils. A 
200-ampere, 4500-volt, and a 400-ampere, 2500-volt breaker 
is made in two and three poles, single and double throw. 
The breaker unit may be mounted on the panel for direct 
control or on wall for remote control without change, or on 
pipe for remote control by the addition of a simple pipe 
mounting bracket. To the non-automatic operating mecha- 
nisms may be added 5-ampere transformer trip coils, series 
trip coils up to 200 amperes, 5-ampere transformer trip or 
series trip with inverse time element dash pots, under voltage 
release mechanism with or without resistance, shunt trip 
coils for a-c. or d-c. direct trip attachments, bell alarm 
contacts and a two-pole, double-throw signal switch, thus, 
adapting it to all kinds of protective schemes, with or with- 
out relays and all signalling arrangements. 

The breaker opens by gravity, assisted by tension springs, 
and it is equipped with bumpers to absorb alk shocks of 
opening. The open position is maintained by gravity. The 
tanks and tank lugs are strong, and the tanks are removable 
without the necessity of disturbing operating mechanism or 
contacts, making easy inspection. There is ample air space 
at tank top to allow for gas expansion. 
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A line of colored decorative pull 
chains to match stands and shades of 
table and floor lamps has been devel- 
oped by the Bryant Electric Co., 
Bridgeport, Conn. They are 8 in. long 
and are made in two styles, one with 
tassels and the other with balls on the 
ends. The colors obtainable are: Iri- 
descent finishes, pink, light green, blue, 
lavender, red, dark green; regular one- 
color finishes, brush brass, pearl silver; 
special one-color finishes, coral, jade, 
light blue, lavender, mahogany, glossy 
black; mottled flat finishes, pink, light 
green, blue, lavender, red, dark green. 








—< 


A new idea in a_ portable heater 
that can be used both as a bed warmer 





and for applying heat to bodily aches 
and pains is found in “Glo-Pax,” made 
by the Twinplex Sales Co., 1627 Locust 
Street, St. Louis. This is a Hat fan- 
shaped cevice, the warmth radiating 
from a small electric bulb held between 
two flat aluminum pieces, one face of 
which is perforated. A _ fleece cover is 
also provided. A heat regulator dial 
on the cord has three degrees of heat 
indicated on the dial but any number 
of intermediate degrees can be obtained 
by adjusting the arrow point at the 
place desired. To open the device in 
case the bulb burns out, the knurled 
metal collar is turned slightly and 
pulled a_ half-inch down the handle, 
leaving the perforated face free, to be 
lifted up with the finger. 

















The illustration shows improved type 
of 05-hp. alternating-current portable 
electric grinder manufactured by the 
Standard Electric Tool Co., Cincinnati. 
It is fitted with high-grade double-row 
ball bearings and Westinghouse motor 
and switch; made in both. the bench 
and floor types. It is for operation on 
alternating current and can be equip- 
ped for either 110 or 220 volts, single, 
two or three phase, which ever is spe- 
cified. The floor type is fitted with 
water pot and both the bench and floor 
types have adjustable tool rests which 
make them satisfactory for practically 
any class of work. One coarse and 
one fine wheel is regularly furnished 
with machine. The coarse wheel is 
suitable for castings and rough work 
and the fine one is suitable for tools 
and fine work. The wheels are ex- 
tended out from the body of the motor, 
permitting grinding of long and _ir- 
regular castings. ‘The manufacturer 
guarantees every grinder for one year, 
both electrically and mechanically. A 
quick make-and-break switch is lo- 
cated on top of motor within easy 
reach of operator. Ten feet of rein- 
forced cord fitted with plug is regu- 
larly furnished. The net weight of 
bench type is 110 Ib. and of the floor 


4 


type 225 Ib. 








a \ 
= 

A new electric curling iron of sub- 
stantial quality but designed to sell at 
a moderate price has been developed by 
the Triangle Appliance Manufacturing 
Co., 160 North Wells street, Chicago. 
It is 11.5 in. long and is furnished 
with 6 ft. of cord and separable attach- 
ment plug. 








A toaster which combines handy 
toast racks with a broad top for warm- 
ing purposes has been brought out by 
George Borgfeldt & Co., 16th street 
and Irving place, New York City. The 
toast racks are operated by means of 
thumb-screws at both ends of the 
toaster, making it particularly con- 
venient. The top is made especially 
broad to enable auxiliary heating such 
as warming coffee, toast, ete. Perfect 
distribution of heat is claimed for this 
toaster, which is of generous size to 
permit the toasting of the largest sizes 
of bread. The construction also enables 
it to be easily cleaned. 








A new eight-day electric time switch 
has been perfected by the A. & W. 
Electric Sign Co., Cleveland. The es- 
capement and governor are in a sep- 
arate unit which contains all the sensi- 
tive parts of the clock movement and 
which is housed in a dust-proof case. 
This unit contains a governor which 
controls the main spring and delivers 
to the escapement through a secondary 
spring the amount of power required 
for accurate timing. The escapement 
is of the double roiler type with 
jewelled balance _ staff. The main 
spring has 60 per cent more power 
than is actually required to operate the 
timing train, and the main spring pin- 
ion is direct connected to an approved 
rotary switch of 20 to 50 amperes ca- 
ipacity at 250 volts as ordered. 

The entire switch is inclosed in a 
black enameled sheet-steel case, and is 
furnished with open or closed face. The 
face plate is hinged and provided with 
a felt gasket to make a dust and water- 
proof connection. These switches are 
made in capacities ranging from 10 to 
50 amperes. 
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List Price 
110 and 220 Volt 
$2.00 


West of Rockies 
$2.25 
In Canada 
$3.00 


32-Volt size for use with 
farm lighting systems, 
25e higher in price. 
Specifications 
2-picee, cold-rolled stee’ 
construction, copper coat- 
ed and nickel polished. 
7% in. long, 6% in. 
wide, in. high. 
Weight, 22 ounces. 6 ft. 
cord and plug. The 


7 o ~ 
List Price $2 iin asm et. 


éan’t rust nor corrode it 


Little Chef Electric Stove 


Jobbers and Dealers are making money 
with the “LITTLE CHEF” 


First orders promised it,—repeat orders prove it. 
It’s a fast selling item—the “Little Chef.” 
That’s because its uses are so innumerable and its 
price so low. It’s the handiest little household 
necessity imaginable, handy in the kitchen for 
cooking, in the dining room for coffee or toast, in 
the bedroom for preparing baby’s food, in the 
bath room for shaving water. It will heat an iron, 
or pop corn! A Cleveland hardware dealer has 
sold dozens to factory workmen for making fresh 
coffee and heating lunches at their work bench. 
Not sold by agents or canvassers, sold only 


through jobber and dealer. Get your order in for 
the handsome “Little Chef’’ Electric Stove. 


The W. B. McALLISTER CO. Cleveland 











A NEW AND PROFITABLE 
LINE FOR JOBBERS 


Electrically Illuminated Flow- 
ers in many designs 


Tulips Orchids 
Roses Poppies 
Geraniums Poinsettias 
Lilacs Hydrangeas 


Made up in very attractive 
floor and table decorations. 
These quick selling special- 
ties contain the best mate- 
rials. The lamps used are the 
General Electric 
celebrated ‘“Maz- 
da”—the best lit- 
tle lamp on the 
market. Attach- 
ment plugs are the 
two-piece kind. 

Silk cords go with 
each unit. “Take 
well” in home and 
club. Each bas- 


ket shipped in a Send for New Catalog 
corrugated box. Special Discount to Dealers 


Electrical Decorative Flower Co., Inc. 
140 West 116th Street New York City 











Manufacturers’ News 


A New C vs for electric appliance 
salesmen, called the “Apex-Rotarex 
100 per cent Salesmanship Club,” 
was instituted Feb. 15 by the Apex 
Electrical Distributing Co., Cleve- 
land, and is creating great interest 
among salesmen in the _ electrical . 
specialty field. Club membership is 
open to any wholesaler or retailer sell- 
ing any one or all three of the Apex 
company’s appliances. There are no 
membership dues, but in order to be 
admitted to the club a salesman must 
have attained what is considered a 
“100 per cent” selling record in one 
of the Apex company’s prize con- 
tests. A membership to the Apex- 
Rotarex 100 per cent Club is not an 
empty honor. Each member, for ex- 
ample, receives a life insurance policy 
with the compliments of the Apex 
company, and a gold lapel button. 
Probably the chief benefit of the club 
is that whenever a desirable position 
is open at any of the Apex company’s 
branches, or with the company’s dis- 
tributers, the ranks of the 100 per 
cent club are studied, and the posi- 
tions are awarded to club members 
wherever possible. 


In Connection with the Lighting 
Fixture Market at Milwaukee, the 
Benjamin Electric Manufacturing Co., 
Chicago, made one of the very few 
exhibits of industrial and commercial 
lighting equipment. Each lighting 
unit was representative of some spe- 
cial phase of industrial or commercial 
illumination. In the center  fore- 
ground of the exhibit booth was a big 
railroad crossing unit for marking a 
crossing sign and equipped also with 
a red bull’s eye for indicating a 
dangerous crossing. At the right was 
an all-glass gas and vapor proof fix- 
ture, this being particularly adapted 
for installations where there may be 
present inflammable or _ explosive 
gases which might corrode the metal 
fittings of ordinary lighting units. In 
the center were symmetrical angle and 
elliptical angle reflectors for building 
up a high degree of illumination upon 
both vertical and horizontal surfaces. 
Angle, parabolic and R. L. M. stand- 
ard dome, bowl and fluted bowls re- 
flectors were grouped at the left and 
rear, and to the right was an as- 
sortment of dome and open lighting 
fixtures for purely commercial illum- 
ination. The new line of Benjamin 
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fixture husks were shown, together 
with the. mechanically operated 
switching device which demonstrated 
the advantage of the straight pull 


socket as against the socket with the | 


bell mouth on the outside of the husks. 
The parts and fittings of the new 
‘“‘Ben-Ox”’ interchangeable devices at- 
tracted considerable attention. In ad- 
dition to the illuminating fixtures 





Booth of Benjamin Electric Manufactur- 
ing Co. at Fixture Market 


there was a display of the complete 
line of Benjamin lighting specialties 
such as sockets, adjusters, clusters 
and two-way plugs, and the Ben- 
jamin-Starrett line of residence and 
commercial panelboards. 


THe Sates OrGanizations hand- 
ling “Columbia” dry cells and 
“Eveready” flashlights have been con- 
solidated, according to an announce- 
ment by the National CarbonCo. Head- 
quarters of the consolidated sales or- 
ganization will be at Long Island 
City, N. Y., while the manufacturing 
and warehousing points for the two 
products will remain as formerly. 
District sales offices and warehouses 
will be maintained at Atlanta, Chica- 
go, Cleveland, Kansas City and Long 
Island City. The two sales organiza- 
tions are the largest sales forces of 
the National Carbon Co., and their 
combination is another step in the de- 
velopment of greater efficiency which 
the company is effecting. It will give 
both lines a much wider representa- 
tion and should improve the service to 
the trade. Practically the entire 
sales forces of the Cleveland and 
eastern division will be retained, 
which assures a much closer and more 
frequent contact with all jobbers and 


distributers, making it possible to | 


render nationally improved service | 


and greater co-operation than has 





\ 





The STRENGTH 


of the Malletg 








Up the mountain the great Mallet climbs, with a hun- 
dred or more heavily laden freight cars in tow. Of 
course it's horsepower that does the trick, but back 
= of the horsepower is strengt h—sheer structural 


strength. Whenever there is a big job on hand, there 
you will find strength. 


























We build ‘Union’ Renewable Fuses the Mallet 
way—for heavy work. A “‘Union’’ Renewable with- 
stands the shock of blowouts longer than any other 
fuse made because it has stamina and ruggedness, 
through and through. 


One glance at the thick, durable, fire-resisting 
casing, the extra heavy ferrules and washers (all 
beautifully machmed and snugly joined to withstand 
the blow-out shock) will prove to you the strength 
of a “Union” Renewable Fuse. 


And in actual tests—discarding all idle claims and 
theories—a “‘Union’’ Renewable will demonstrate its 
superior staying powers over a host of would-be com- 
petitors. Isn't that the kind of a fuse you want, and 
ought to use—the kind that saves you money by go- 
ing to the very last limit of renewability? 


The “Union’’*saves more than ANY 


other ‘renewable fuse. 


‘ley CAT No 4229 | Ad | " “Union” Fuses, both Renewable and 
Oicacn ruse nes Non-Renewable, are for sale by all 
leading jobbers and dealers. They are 
approved in the very highest degree by 
the National Board of Fire Underwrit- 
ers. 


Free descriptive booklet on request. 


Chicago Fuse Mfg. Co. 


Manufacturers of Switch and Outlet 

Boxes, Cut-Outs, Fuse Plugs, Auto- 

mobile Fuses, Renewable and Non-Re- 
newable Enclosed Fuses 


Chicago New York 
























“-.  RENEWABLE:& * 
NON: ‘RENEWABLE FUSES. 
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Self-Winding 
Time Switch! 


HIE only  self-winding 

time switch made is 
the Barnes. It is the only 
one that needs no winding 
—no attention whatever. 


And because of this, it 
means a big yearly saving to 
every owner. The Barnes 
does away with the expense 
of an attendant. It can be 
forgotten, yet it never for- 
gets. Its accurate Thomp- 
son clock winds automatic- 
ally. 

Here is the switch, people have 
been looking for. Every owner 
of a time switch is a prospect; 
every one who needs a time 
switch, and hasn’t one, can be 
sold the Barnes. 


There’s a big field and good 
profit for you. 


See your local jobber. If he 
does not carry the Barnes in 
stock, write us for prices and 
full details of this Self-Winding 
Switch on which you can make 
much profit at little trouble. 


Type R 
Type S 
day 

Type T—On and Off Twice Daily 

Type M—Two Rate Meter ( Double 
Throw) 

Type A 
trol) 


On and Off Every Day 
On and Off Daily, Omits Sun- 


Apartment Hall (Light Con- 


J. O. MORRIS CO. 
Suite No, 1206 


1270 Broadway, New York City 


BARNE §S 
Self-Windin 
TIME SWITCH 











heretofore been possible. Incidental 
to the change, J. R. Crawford becomes 
general sales Emmet K. 
Moore, assistant general sales man- 
Wilson-Lawrenson 


manager , 


ager, while F. 
takes charge of publicity and sales 
With a sales force of the 
Carbon 


promotion. 
calibre which the National 
Co. has maintained for both lines, it 
may be expected that this merging of 
the forces will practically double the 
energy and efficiency of the contact 
with the trade. The outlook is very 
encouraging, according to an official 
of the company, who states that the 
“Eveready” flashlight 
heavier than it has been in a long 
The same applies to “Colum- 


business: is 


time. 
bia” batteries, which indicates that 
the buying public is settling down to 
its “before the war’ dependability 
when it comes to purchasing products 
of established reputation and known 
reliability. 


Tue Automatic Evectric Heater 
Co., Warren, Pa., has announced a 
new 1000-watt Sepco automatic circu- 
lation type water heater as the final 
number in its complete line. The sizes 
cf Sepco heaters now available range 
from 600-watt “boosters,” which may 
be connected to the lighting circuit, to 
3000-watt storage type units capable 
of supplying hot water for a large 
With the completion of its 
development work, the company is en- 
A data 


book giving complete and concise in- 


residence. 
larging its marketing plans. 


formation on electric water heating, 
from both technical and commercial 
standpoints, will be the backbone of 
the new program. 


A Campalten for “over the counter” 
merchandising of small motors has 
been launched by the Westinghouse 
Electric & Manufacturing Co., East 
Pittsburgh, Pa. The idea is believed 
to be a novel one in the merchandising 
field and in connection with the com- 
pany has issued Folder No. 4482, en- 
Motor 
in which are described and illustrated 


titled ‘Popular Mechanies,” 
many practical uses for small motors. 
The publication is written and illus- 
trated in such a manner that any per- 
son will readily understand the uses 
for and the methods of operation of 
the motors. 

Among the illustrations of small 
motor applications included in the 
publication are motor-driven ice cream 





Yhe Only 
Absolute 
Protection 
forMultiphase 
ahs 

and Motors 


It’s going 
Big— 
it is filling the big existing demand. 


Additional letters are coming in 
daily, not only from manufacturers 
but also from jobbers’ salesmen— 
all of them enthusing over its un- 
usual advantages. 


It's exactly what owners and op- 
erators of electrical equipment 
have been looking for and hoping 
for. Its accuracy and economy of 
operation have far exceeded expec- 
tations. 


spreading the 
facts of this new product very 


Advertising is 


quickly— it sells easily and stays 
sold. It is the big leader—the big 
profit-maker for you now. Let us 
explain its operation and profit 
possibilities. 


FEDERAL ELECTRIC COMPANY 
8700 S. State Street, CHICAGO 


627-649 West 43rd St., New York City 
91 New Montgomery St., San Francisco, Calif. 


Branches in All Large Cities 


Cross-section cut shows inside construction 


rrr ar ‘RAL 


MULTIPHASE 
TIME LIMIT- POWDER PACKED 


RENEWABLE FUSE 
3 See a cee 
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Quicker Sales 
and Satisfied Dealers 


Make Them 
with the 





with 
Adjustable Nozzle 
& Detachable Base 





Used in the hand or on 


base as shown, leaving 
both hands of user free. 


Nozzle tilts ‘at any 
angle directing air as de- 
sired — permits SUNNY 
to fold up compactly for 
travelers. 


Double Utility—Double 
Value—Double Selling 
Appeal. AND the price 
appeals. 


If your firm has not 
written for our proposi- 
tion better ask Mr. Sales 
Manager to do so. It’s a 
winner for you. 


JOHN JORGENSEN CO., Inc. 
120 Liberty Street, New York 





freezer, power driven grindstone, elec- 
trical eraser, rotating rolls sorting 
machine, lever work bench, motor- 
driven washing machine, motor-driven 
forge fan, revolving table window dis- 


drill, 


driven cream separator, electrical tool 


play, portable power motor- 


hori- 











box, motor-driven scroll saw, 
zontal grinder, a time-saving motor 
tor sifting sand, egg and cream beater, 
motor-driven pump, electric table saw, 
electric churner, shaper converted into 
grinder by the use of a motor, motor- 
driven tire pump, draft producing for 
furnaces, motor-driven agitator, motor- 
driven lathe with foot switch, endless 
belt window display, chemical stirring 
device and motor-operated sewing ma- 


chine. 


Unoper the title of “60 Letters” the 
Supply Jobbers’ Catalog Department 
of R. R. Donnelley & Sons Co., Chi- 
cago, has issued a booklet which con- 
tains facsimile letters from 60 repre- 
sentative jobbers who recommend 
from their experience the catalog com- 
piling service of that company. Nearly 
all of these letters are from jobbers 
who have had several catalogs com- 
piled by the Donnelly company. Among 
those in the electrical field are: Julius 
Andrae & Sons Co., Milwaukee; Avery 
& Loeb Electric Co., Columbus; Dou- 
bleday-Hill Electric Co., Washington; 
Hawaiian Electric Co., Honolulu; E| 
B. Latham & Co., New York; F. D. 
Lawrence Electric Co., Cincinnati; | 
McCarthy Bros. & Ford, Buffalo; Na- 
tional Electric Supply Co., Washing- 
ton; Newark Electrical Supply Co., 
Newark; Northwestern Electric | 
Equipment Co., St. Paul; Pacific 
States Electric Co., San Francisco; 
Pettingell-Andrews Co., Boston; Roch- 
ester Electrical Supply Co., Roch- 
ester; Southwest General Electric Co., 
Dallas; Wetmore-Savage Co., Boston, 
Electric Co., 


and Wheeler-Green 


Rochester. 
in 


SEVERAL CHANGES 





personnel 
have been announced recently by the | 

& Manufac- | 
turing Co., among them being trans- | 
district 
The appointments are as fol- | 


Westinghouse Electric 





fers of various in 
offices. 
lows: 
ager of the Cleveland office, will tak» | 


managers 
R. L. Rathbone, branch man- 


up special duties in connection with 


merchandising matters, with head- 


quarters in Cleveland. J. Andrews, 


Jr., manager of the industrial division, 


ITROGON 


- 
s 








WHY? 


Because we have a 
complete line of incan- 
descent lamps of all 
types and sizes. 


S 


Nitrogon service means 
that distributors can 
rely absolutely on the 
House and buy by the 
Brand. 


Nitrogon Electric Company 
46-48 Spring Street 
Newark, N. J. 


LAMPS 
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BRUNT 
guality PORCELAIN 


Drive-It Knob 
Knobs, Tubes, Cleats 
and Specialties 


THE BRUNT PORCELAIN COMPANY 


COLUMBUS, OHIO 








Outside 


Insulating 
Tape 


is indispensable to 


Contractors 

Electricians 
Construction Companies 
Electric Railways 


Our “‘Hydro-Proof”’ 


for outdoor service. 


Especially adapted for use 
in electrically operated coal 
mines and mils, also for 
high voltage work, street 
car cable work and subma- 
rine work. 


A thoroughly weather-proof 
tape. 


Sold to distributors 
under their own brand. 


ELKHART RUBBER WORKS 


Elkhart, Indiana 


is made 











Pittsburgh, has been appointed man 
ager of the Cleveland office, and C. D. 
Taylor succeeds Mr. Andrews in the 
Pittsburgh office. R. Seybold has 
been appointed manager of price sta- 
tistics, and he, among other duties, 
will act as secretary of the domestic 
sales committee and will assist W. S 
Rugg, assistant to the vice-president, 
in general duties connected with the 
vice-president’s office. W. R. Keagy 
has been appointed office manager of 
the Cincinnati office, and J. R. Deer- 
ing office manager of the Los Angeles 
office. H. S. Walker succeeds M. E. 
Lanning as promotion man in_ the 
Denver office and I. G. Cline takes 
up the promotion work vacated by R. 
A. O'Reilly in the Chicago office. K. 
L. Graham succeeds to the post va- 
cated by H. C. Hopkins as promotion 
man in the San Francisco office. 


E. B. Merriam, 
of industrial relations, has been ap- 
pointed executive engineer of the 
switchboard department of the Gen- 
eral Electric Co. He will direct and 
engineering activities 


formerly director 


co-ordinate the 
of the switchboard department at 
Schenectady, Philadelphia and Balti- 
more, making possible the continuation 
of the existing policy of having the 
developed de- 
centralized organization with the re- 
sponsibility for manufacture, engineer- 
ing and distribution of its products. 


department a_ highly 


WeETMORE-SAVAGE Co., Boston, has 
been appointed exclusive agent for 
New England for the products of the 
Robbins & Myers Co., Springfield, O., 
and will distribute these products from 
75 Pearl street, Boston. 
trol is included in the agreement. The 
Robbins & Myers Co. 
New England district office in Boston 
in transferring this exclusive agency 
to the Wetmore-Savage Co., which 
has represented this manufacturer for 
some years in the motor field. 


Resale con- 


has closed its 


THe HoropHaNne LIGHTMETER, a 
portable instrument for the measure- 
ment of foot-candles, lamberts, can- 
dles per square inch, candle power, 
coefficients of reflection, transmission 
factors and for color matching, is de- 
scribed in bulletin 343, just issued by 
the engineering department of the 
Holophane Glass Co., 342 Madison 
avenue, New York City. The instru- 
ment consists of three principal parts, 
the photometric head, the standard 








The BULL DOG 


“Has a Grip Like Its 
Namesake’”’ 


Made and Sold under License 
United States Patent, Feb. 3, 1920 


The placing of the central bush- 
ing on the cap instead of the 
base, places it in a class-by itself. 


You will be safe in recommend- 
ing this knob and all of our prod- 
ucts to your customers. Write us 
for any further information de- 
sired. 


Illinois Electric Porcelain Co. 
Macomb, III. 

















Every Business 


of consequence ought to have proper card 
RE PRESENT ENTATION. 


WIGGINS 
Peerless Patent Book Form Cards 


are used by many of Ameriga’s 
largest card users—suPperiority 
of engraving and the 
convenience of the book 
form style ex- 
Plains why. 

Send for tab 


of specimens, 
detach them 


The John B. Wiggins Company 
Established 1857 
Engravers Plate Makers Die Embossers 


105, Peoples Gas Wide. CHICAGO 








HIGH GRADE 


WIRELESS 


HEAD RECEIVERS, MICROPHONES, 
KEYS, JACKS, PLUGS, ETC. 


SA merican Glectric 


COMPANY 
Manufacturers CHICAGO, U.S. A_ 
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A Fast Selling 
Specialty 


Now is the time 
to let your dealers 
know about this 
new electric taper. 
Properly displayed 
they will sell them- 
selves to the public. 
So neat and dainty 
in design they in- 
stantly attract the 
eye. Do not hesi- 
tate to stock up 
all your dealers as 
the demand by the 
trade will be big. 


Every salesman 
should carry a 
sample. 





Anthony Wayne Lamp Co. 
A. C. Mannweiler, Mgr. 
1016 Savilla Ave., Ft. Wayne, Ind. 





| LE-BIJOU WONDERFUL HAIR WAVERS 


Sold by the most exclusive Electrical 
hops and Department Stores and Cen- 
tral Stations—Why Not You? 





._, Le-Bijou Hair Wavers, electrical nad stove 
heated, are the most popular sellers in the 
country. The well dressed woman is our booster. 
Immediate delivery on best terms at specially 
reduced prices. We need your co-operation.— 
You need us. All wavers fully guaranteed— 
licensed under March patents. 

The Best is always the cheapest. There is 
only one Le-Bijou Hair Waver. 

Enclosed with each waver illustrated folder on 
waving ‘and dressing the hair. A treat to your 
most fastidious customers. It sells the goods— 
We also include illustrated cards and imprinted 
folders on any order, which actually sell the 
goods. Write for special terms. 

LE-BIJOU SPECIALTIES, 
186 No. La Salle St., Chicago, Ill. 








HOT WATER INSTANTLY with 


The HOT FLO ELECTRIC FAUCET 





Some Send for 
Territory our trial 
ram og offer for 
tors Demon- 
and stration 
Salesmen Faucet 





WB iss 


Price a Liberal 
$25.00 Gor' ‘ome & Office Disceunts 
HOT FLO ELECTRIC Co. 
537-7th Avenue NEW YORK CITY 


Pacific Coast Representative 711 Mission Street 
Western Agencies Co. Saa Francisco, Cal. 

















lamp and battery, and the rheostat, 
switch and mil-ammeter assembly. 
The photometric head contains a 
modified Lummer-Brodhun cube, 
which allows -the light reflected from 
the test object to pass directly 
through the telescope to the observ- 
ier’s eye while the light from the 
standard lamp is reflected at right an- 
gles and passes through the telescope 
to the eye. The lamp and battery 
housing is then moved until the two 
fields match in brightness. The scale 
reads directly in foot-candles, and the 
range is from 1 to 15 foot-candles. 


A Book et of interest to jobbers’ 
salesmen has been issued by G. E. 
Eckert, of the R. Thomas & Sons Co., 
East Liverpool, Ohio, under the title 
of “Pigs and Porcelain.” It is the 
story of a conversation between a job- 
ber’s salesman and an electrical con- 
tractor, and the subject is electrical 
porcelains. The latter convinces the 
jobber’s salesman that while “‘pigs is 
pigs,’ there is a great deal of differ- 
ence in the quality of porcelain prod- 
ucts. 


Wueeter Rervectror Co., 156 
Pearl street, Boston, has opened a 
branch office in the Architects building, 
101 Park avenue, New York City. The 
office is in charge of A. F. Richardson, 
who has been with the company about 
two and one-half years, covering east- 
ern territory and traveling out of the 
home office. Under the new arrange- 
ment he will confine his selling efforts 
to the New York, Philadelphia and 
Washington districts. The Wheeler 
company sells only through jobbers. 


W. W. Mumma, formerly sales man- 
ager of the fan department of the 
Robbins & Myers Co., Springfield, 
Ohio, has been appointed general sales 
manager with jurisdiction over fan 
and motor sales. A. J. Reid, who has 
been manager of the company’s Cleve- 
land branch, is now assistant sales 
manager of the motor department, and 
I’, W. Burmeister is assistant sales 
manager of the fan department. 


Tue J. O. Morris Co., 1270 Broad- 
way, New York City, has announced 
the appointment of R. M. Pateracki 
as sales manager, in charge of sales 
of Barnes self-winding time switches 
and other specialties handled by the 
company. Mr. Pateracki was New 











“JIFFY” 
Lock NutWrench 


‘“‘The Fixture Man’sTool”’ 


Sau. — See sere 


No. 50882 Pat. Pending 





Made of Pressed Steel. Weight 
Only 2'\4 oz. 


Hollow stem permits assembling 
wired fixtures. Fits standard '%- 
in. size fixture lock nut. Locks 
tighter and in smaller space than 
with pliers. 


J. H. WHITE MFG. CO. 


109 North 3rd St., Brooklyn, N. Y. 




















Kruse Switchbox Supporting Strips 
and Lath Holders 


You'll Never Go Back 
to the Old Way 


One trial of Kruse Switchbex Sup- 
porting Strips will demonstrate 
that they save time, money and 
effort, besides making a better in- 
stallation. 


Contrast the job shown here with 
the usual installation of switches 
on wooden cleats. Kruse strips 
are of steel, light, strong, and safe. 
They are far easier to install, and 
the cost is moderate. 


Send for samples today, and find 
out for yourself. 


Midwest Metal Products Co. 


Muncie, Ind. 
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“CENTRAL” 
Rigid Steel 


CONDUITS 


The ease with which “Cen- 
tral” Conduit can be worked 
is demonstrated by the test 
illustrated above. The pipe 
was bent cold by hand. Our 
special heat treatment gives 
this remarkable ductility. 


«Central Black’ 
(Enameled) 


‘Central White” 
(Galvanized ) 


CENTRAL TUBE CO: 


PITTSBURGH, PA. 








PUTT TTT TTS 


POGUE AGUADAOSEODORRRNCEE:| 


] =7 


Show the Facts 


DUTT} 


TTY 
it 





UT TTT 


Jobbers and their 
Salesmen can use 
test 


our reports 


to good advantage. 


LiL i 


UI U 





Electrica] Testing 





Laboratories 
80th St. and East End Ave. 


New York City 





York sales representative for the V. 
V. Fittings Co. of Philadelphia for 


several years. 


C. H. FrysoureG, formerly with the 
Frank H. Stewart Electric Co., Phila- 
delphia jobber, and winner of the first 
prize in the recent sales contest of 
the Apex Electrical Distributing Co., 
district repre- 
sentative for the Wise-McClung 
Manufacturing New Philadel- 
phia, Ohio, manufacturer of the “Sun- 
shine” electric vacuum cleaner. He 
will cover the of New York 
(outside of the metropolitan district), 
Maryland, 
Virginia, North Carolina, southeast- 


has been appointed 


Co., 


states 


Pennsylvania, Delaware, 
ern West Virginia, New Jersey and 
the District of Columbia. 


“SILCHROME”’ is the name of a new 
resistance wire for use in electrical 
heating devices which is being market- 
ed by the Alloy Metal Wire Co., 154 
Nassau street, New York City. It is 
an alloy of silicon-chrome steel, will 
resist oxidization and corrosion, and is 
well adapted for use where there is 
considerable variation in _ voltage. 
Under such conditions it suffers no 
internal changes 


deterioration from 


due to temperatures up to 


deg. F. 


Tue “C-H Appliance Cord” is the 
subject of a small four-page dealer 
folder describing the complete C-H 
appliance cord recently put out by 
the Cutler-Hammer Manufacturing 
Co., Milwaukee. Illustrations show 


ithe spring coiler used on this cord, 


which keeps the cord off the ironing 


board and_ therefore makes iron- 


ing easier. The folder is prepared 


for use by dealers with their imprints. 


F. W. 


milion, Ohio, manufacturer of “Red 


WakKeEFIELD Brass Co., Ver- 


Spot” lighting equipment, has placed 


on the market a decorated hanger 
which is designed to take any of the 
popular urn-shaped glassware. It is 
made for either the suspension or 
ceiling types. 

THE MANUFACTUR- 
ING Co. is the name of a new com- 


QUADRANGLE 


pany formed by Dwight E. Worrell, 
president, formerly sales manager of 
the Harter Manufacturing Co.; Lou 
A. Bishop, vice-president, formerly 
with Pass & Seymour, Economy Fuse 
Harter 
Arras, 


& Manufacturing Co. and 
Co. ; 


Manufacturing George 





Le ett 





secretary, formerly shop superintend- 
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The pioneers of our 350 varieties. 
Who'd be without them for 16 cents? 


Fancleve Specialty Company 


Boston, Mass. 





2,000 




















Hotel Radisson 


Minneapolis 


In the Heart of 
the Retail and 
Theatrical Dis- 


trict. 


450 Rooms at Moderate Rates 
4 Large Cafes 


The Largest and 
Most Complete 
Hotel in the 
Northwest. 


ee ee 
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PHILLIPS WIRE COMPANY 


PAWTUCKET, R. I. 








CopPER WIRE 


Bare and Insulated 
for every kind of 
electrical work. 


COPPER RODS 


TROLLEY WIRES 





ROME WIRE COMPANY 


Main Plant and Executive Office, ROME,N.Y. 
‘*‘Diamond” Branch BUFFALO,.N. Y. 
DISTRICT SALES OFFICES 
NEW YORK DETROIT, MICH. 
50 Church Street 25 Parsons St. 
CHICAGO, ILL. LOS ANGELES, CAL. 
14 E. Jackson Blvd. 833 Sam Fernando Bldg 








ARMATURE SLOT WEDGES 
Made of Hard Maple 


For new and repair work. 


(Ss 2y 2 
fxs, Co 


Made to any specification. 
Send us your blue print or sample. 


T. C. White Electrical Supply Company 


1122 Pine St., St. Louis, Mo. 























ent of the Harter Manufacturing Co., 
and production supervisor with the| 
Stewart Speedometer Corp.; and 
Miss E. Laymann, treasurer, former- 
ly secretary of the Harter Manufac 
turing Co. The company has offices 
and factory at 553 West Monroe 
street, and will manufacture commer- 
cial and industrial lighting fixtures, 
porcelain enameled reflectors, socket 
covers and fittings. 


THe KeLiog Switcusoarp & Svup- 
pLY Co., Chicago, well-known manu- 
facturer of telephones and telephone 
equipment, has announced that it will 
enter the radio field and will manu- 
facture radio head sets, vacuum tube 
sockets and Bakelite strain insulators. 
The company will also carry other 
items in stock to make what will be 
an unusually complete line. The com- 
pany states that it has an interesting 
proposition to make to jobbers who 
wish to take advantage of the tremen- 
lous demand for radio apparatus. 


Henry D. Sears, 80 Boylston street, 
Boston, general sales agent for Weber 
wiring devices, has announced the 
opening of a sales office at 542 Madi- 
son avenue, New York City, in charge 
of Henry E. Nickerson, who for 11 
vears was a Sears representative in 
New England territory. 


THe De VeEavu Co,, 81 Peterboro 
street, Detroit, has been appointed 
agent for the state of Michigan by the 
Chase-Shawmut Co., Newburyport, 
Mass., manufacturer of inclosed fuses, 
cutout bases, contacts, clips, lugs, 
ground clamps, ete. 


Corre Bros. Mra. Corp., 1425 First 
National Bank building, Chicago, 
manufacturer of the “Simplicity” re- 
fillable plug fuse, has _ established 
branch offices in New York, Philadel- 
phia, Boston, San Francisco, Cleve- 
land, Tampa and Denver. 


HALLENBECK 
Crawrorp Co., 80 Lafayette street, 
New York City, catalog printers, is 
distributing a very attractive calendar 


THE WyNkKoop 


to electrical jobbers. It is printed on 
stock such as that used for catalog 


covers. 










EmpirE ‘TRANSFORMER Co., 2000 
Southport avenue, Chicago, is sending 
out to the trade circulars descriptive 
of its toy transformers, bell-ringing 
transformers, flatirons, toasters, perco- 
lators and toaster stoves. 








PROTECTIVE 
SOLDERING 
PASTE 


SPECIAL CHEMICALS CO. 
397 Central Avenue, Highland Park, III. 


CEDAR POLES 


Northern 
White Cedar 


Western 
Red Cedar 


Plain or 
Butt Treated 


T. M. Partridge 
Lumber Company 


Minneapolis, Minnesota 


POLES 


PLAIN OR TREATED 


NATIONAL POLE CO. 


Escanaba, Mich. 

















220 Broadway, 2844 Summit St., 
New York Toledo, O. 


Rialto Bldg., 


San Francisco, Calif. 

























































NORTHERN WHITE 
WESTERN RED 
GUARANTEED GRADES ! 
24-Hour Service a . 
BUTT TREATING a J 





ANY SPECIFICATION 


Let Us Show You How 
To CashInOn BELL Poles 


SEND FOR BOOKLET CONTAINING~ 
VALUABLE 
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You Need This Remarkable Book 











Price $10.00 — 1,000 Pages 
Size 9x12 inches—Weighs 6 lbs. 


Electrical Trade Publishing Co., 53 West Jackson Boulevard, Chicago 























C OSCILLATOR 


THE COPPER-TUBBED, CABINET WASHER AT $99 

















The greatest value in an electric oscillator ever put on the market in a reyusar way. Full-size, six-sheet capacity. Heavy tin-lined 
copper tub, with snug-fitting copper lid. Heavy, rigid, angle-iron frame. Quiet springless mechanism. Galvanized iron cabinet accessibly 
encloses ali moving parts. Time-tested construction. Best quality throughout—thoroughly worthy of the A B C name. 














There is a Market for THREE 
‘Types of Washers 


O be ina position to sell all classes of Chere remains a class oft prospects, how 
prospects tor washers, your dealers ever, to be reached only bv dollv-ty pe wash 
should carry three t\ pes. ers. The dolly -type is the forerunner of all 


washers of today. It washes clothes very ef 
fectively, but unless flimsy fabrics are first 
enclosed in a bag or pillow-case, the action 
of the dolly may be a little hard on them. 
As it costs the least of any to build, there 
mane ae will always be a market for the dolly-type, 
publicly their true convictions. especially when it is supplied in electric or 
power-driven models, with one or two tubs. 
The twin-tub models, with their double ca 
pacity, are well suited for hotels, rooming 
houses and wherever the washings are 


[experience has demonstrated that the cylin 
der-type washer is the most efficient. It is 
recognized as such by all laundry engineers 
and by those household efficiency experts 
whose affiliations permit them to express 


Inasmuch, however, as the cylinder-type ts 
the most expensive to build, it must com- 
mand a higher price than some people are 
willing to pay. 


heavy. 
The oscillating or “rocking-tub” washer 1s 7 
therefore a necessity. It will wash clothes It is evident, therefore, that vour dealers 
clean but it requires more time to do the should stock and push three types of 
work. washers. ; 
As this type requires tewer parts, and 1s The A B C line fully covers these three es 
very simple in construction, it costs less sential tvpes, with electric ironers in addi 
than a cylinder-type washer to build, and tion. “Tike entabilan aciee Gealses- te special 
so can be used to interest many of those ss séuly esas Gnmidinatinsineadhid Ace Cited elbcetonas id 
prospects who feel they cannot afford a vantage. 


cvlinder machine. 








ALTORFER BROS. COMPANY 


PEORIA, ILLINOIS 
NEW YORK SAN FRANCISCO BRANTFORD, ONT. 



































OMPLETE satisfaction is the rule wherever R & M 

Fans are used—whether in the office, home, store, 
theatre or hotel. And because of the satisfacory serv- 
ice they always give, the dealer benefits not only to 
the extent of his profits on fan sales, but to a consider- 
able degree also from the good will they help build for 
his business in general. 


This is the reason R & M Fans are sold so extensively 
in the stores of those dealers who are building their 
businesses for permanence, on a quality-service basis. 
And it is likewise the reason R & M Fans are favored 
by jobbers who serve such dealers. 


THE ROBBINS & MYERS COMPANY 


SPRINGFIELD, OHIO —- BRANTFORD, ONTARIO 


‘r & Mvers fans 





























